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tracking service automatically notifies you of breaking developments in 
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Sponsored by 
Standard & Poor's 
A New Journal from the American Chemical Society 
ACS Publications is pleased to announce 
Molecular Pharmaceutics, a new journal 
focusing on molecular mechanistic approaches 
to the development of bio-available drugs and 
delivery systems. 
A scholarly journal published bi-monthly in print 
and continuously online, Molecular Pharmaceutics 
will feature articles & communications Concentrating 
on the integration of applications of the chemical 
and biological sciences to advance the development 
of new drugs and delivery systems. 
Published by the Amerie1n Che mical Socitty hltp :!/pubs au org.'mD voluma 1 nu mber 1 
Molecular Pharmaceutics will promote high quality research 
advancing the understanding of pharmaceutics at the molecular level 
while providing a forum for research among the fields of physical and 
pharmaceutical chemistry, biochemistry, molecular and cell biology, 
and materials science focused on drug delivery. With an emphasis on 
fundamental molecular concepts in chemistry and biology as applied 
to drug and drug delivery system activity, the journal will showcase 
emerging technologies used to advance the drug development process. 
Scientific areas include: physical and pharmaceutical chemistry, 
biochemistry, molecular and cellular biology, and polymer and 
materials science as they relate to drugs and drug development. 
Sign up for FREE ASAPsM alerts now to receive the first 
articles ASAPs" (As Soon as Publishable) in your inbox. 
Go to 
http://pubs.acs.org/mp 
to register for a 
FREE sample issue. 
Gordon L. Amidon, 
Charles R. Walgreen Jr. 
Professor of Pharmacy and 
Professor of Pharmaceutical Sciences 
at the University of Michigan. 
t t11Wtttt#U/MZ8 
Kyung-Dall Lee 
University of Michigan 
Carston R. Wagner 
University of Minnesota 
Volume 1, 2004 • 6 issues • Institutional Print Subscription Rate (US): $1,100 • Outside North America: $1,130 
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Study Reveals Corporate 
Librarian as Hot Job for 
2003-2004 
The position of Corporate Librarian is 
one of the top three hot jobs for 2003-
2004, with an average salary of 
$60,000 to $65,000 per year, as 
revealed in a study conducted by 
Challenger, Gray & Christmas, Inc., 
an outplacement firm. Several 
national media outlets have reported 
these findings. To access the story, 
click on the CNNMoney website. 
(http://money.cnn.com/2003/08/28 
/pf/saving/hotjobsnow /index.htm) 
Challenger identified jobs that have 
making 
news 
some of the greatest demand for 
qualified workers, and found that 
librarians are needed far beyond the 
school and public library systems. 
Corporations, government ag~ncies, 
law firms, advertising agencies, 
museums, professional associations, 
medical centers, and research labora-
tories were among the sectors 
Challenger noted that need people 
with library science degrees. 
A study conducted by the Special 
Libraries Association in 1999 revealed 
that 85 percent of companies ranked 
in the top 100 of the Fortune 500 
list had libraries and information 
centers, compared to 50 percent of 
the companies ranked in the bottom 
100 companies. Data in SLA's 2003 
Salary Survey (release date: October 
2003) confirms that the average U.S. 
salary is $61,522 (Average in Canada 
$61,959 CDN), with the highest aver-
age salaries in New England at 
$66,179 . (The highest average in 
Canada was Ontario, at $63,449 CDN) 
SLA Executive Director Janice R. 
Lachance remarked, "More and more 
decisionmakers, in every sector of 
the economy, are recognizing the 
value of information professionals in 
today's competitive global market-
place. SLA provides top-notch profes-
sional development and networking 
opportunities to keep these profes-
sionals at the cutting edge of the 
industry, which in turn contributes 
directly to a corporation's bottom line 
and quality decisionmaking," added 
Lachance. "We are ecstatic to see signif-
icant research, indicating there is high 
demand for corporate librarians." 
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Celebrating Academic Success: SLA Calls 
For Scholarship Applications 
Applications are now being accepted for the Special 
Libraries Association's (SLA) 2003-2004 Scholarship 
Program. Each year, SLA grants scholarships for 
professional development and graduate study at 
accredited schools of library and information science. 
The SLA Scholarship Committee will determine the 
winners based on applications, transcripts, and 
personal interviews with SLA members. Winners will 
be announced in the spring of 2004, and officially rec-
ognized at the 2004 Annual Conference in Nashville, 
Tennessee, June 5-10, 2004. 
Available scholarships include: 
SLA Scholarship 
Mary Adeline Conner Professional Development 
Scholarship 
SLA Affirmative Action Scholarship 
Institute for Scientific Information (ISi) Scholarship 
Plenum Scholarship 
All qualified students are encouraged to apply. 
Applications must be postmarked by October 31, 
2003. Scholarship listings, descriptions, eligibility 
requirements, and applications can be found in the 
Scholarship Section (http:/ /www.sla.org/ 
content/memberservice/scholarship/ 
sch-index/hpschol/index.cfm#scholar) of Virtual 
SLA. For additional information, contact Diana 
Gonzales in the SLA membership department at 
(202) 939-3671 or via e-mail at dgonzales@sla .org. 
SLA Geographic Information Systems 
Awareness Grant 
Final Report 
By Kelly Blessinger 
In November 2000, the Geography and Map Division 
of SLA was awarded a three-year grant to promote 
awareness of Geographic Information Systems (GIS). 
The grant was written to provide funds for the 
audiovisual materials needed at the SLA annual 
conferences for GIS presentations. While the 
Geography and Map Division took the lead role in 
writing the grant and organizing the programs 
regarding GIS, other divisions were invited to use 
the resources provided by this grant as well. Over 
the three years of grant funding, the Geography and 
Map Division has been able to sponsor and co-
sponsor many successful programs. One of the 
presentations made possible by the grant, "GIS in 
Special Libraries" was recognized by the 2001 
Conference Planning Committee for its broad 
appeal to the SLA membership. 
Annual Conferences 
Three presentations and a continuing education pro-
gram promoted GIS awareness at the 2003 New York 
City conference. The three programs included "The 
Role of GIS in the Aftermath of September 11," 
"International Government Mapping Update," and 
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"Invasive Species and GIS," which 
was co-sponsored by the Biomedical 
and Life Sciences Division. The 
continuing education program was 
entitled "GIS for the Special 
Librarian: A Hands-on Introduction 
to ArcGIS." Angela Lee from ESRI 
presented this program. ESRI is the 
company that makes the ArcGIS 
software. 
The most popular GIS session over 
the three years was "Applications of 
GIS," which was presented at the 
2002 Los Angeles program, and was 
co-sponsored with four other divi-
sions: Engineering, Environment and 
Resource Management, Petroleum 
and Energy Resources, and the 
Transportation Division. This pro-
gram had a total of 51 attendees, 
representing 15 out of 25 divisions. 
Before the grant was written, the 
most popular GIS program offered at 
the 2000 Annual SLA Conference in 
Philadelphia was the "Business Uses 
of Geographic Information Systems," 
which was co-sponsored by the 
Insurance and Employee Benefits 
Division. The statistics taken at 
this program stated that there were 
eight divisions represented. Comparing 
the 2000 program to the 2002 program, 
we find that as a result of the grant, 
almost twice as many divisions were 
represented in the audience (15 in 
2002; 8 in 2000). Further, in 2000, 
Geography and Map Division mem-
bers accounted for 41.2 percent of the 
audience while in 2002, the 
Geography and Map members only 
accounted for 15.6 percent. Through 
the Endowment Funds Grant, the 
Geography and Map Division was 
able to inform more SLA members 
from a variety of divisions about GIS. 
This grant has also encouraged 
program sponsorship among the 
divisions. Since the grant, the 
Geography and Map Division has 
sponsored GIS-related programs 
with seven separate divisions.' 
' Biomedical and Life Sciences, Chemistry, 
Environment & Resource Management, 
Food, Agriculture & Nutrition, Engineering, 
Petroleum and Energy Resources, and 
Transportation. 
SLA Members ••• The Search is On! 
j RECRUIT 
Join In the 2003 SLA Membership Campaign 
SLA Keyword ... RECRUIT! Get Googling •.. Go Ask Jeeves ... 
Today's information professionals are 
found in many work settings, with 
many titles, but all with one 
focus ... putting knowledge to work. 
As an SLA member, you realize the 
value and benefits of SLA member-
ship for your career, for professional 
networking ... and to advance your 
profession. Now, SLA is asking you to 
spread the word and recruit others to 
join the SLA community of profes-
sionals all dedicated to putting 
www.sla.org/informationoutlook 
Start Your Search Engines •.• Yahoo! ! ! 
knowledge to work! Participate in the 
2003 SLA Membership Campaign-
"SLA Keyword ... Recruit," and for 
each new member you refer who 
submits a complete SLA application 
no later than December 31, 2003, you 
will be eligible to win the Grand 
Prize! Get search specific ... find new 
members for SLA and you, your 
Chapter, and your Division can be eligi-
ble to win prizes! Members ... start your 
search engines! 
Here are the basics about the 2003 
SLA Membership Campaign: 
The 2003 Campaign, "SLA 
Keyword ... Recruit" began in 
September 2003 and ends on 
December 31, 2003. 
All new members recruited by cur-
rent members must submit their paid 
applications no later than December 
31, 2003, and the application must 
reference the recruiting member for the 
member to be eligible to win prizes. 
Prizes will be awarded to Chapters 
and to Divisions, and a Grand Prize 
Drawing will go to one individual 
member. Complete details and Prize 
information shown below. 
Tips on how to recruit members and 
the special application and a list of 
SLA Membership Benefits to be used 
to introduce new member recruits to 
SLA membership can be found in the 
Tips & Toolkit. 
Prizes will be awarded no later than 
January 31, 2004, and winners will 
be announced on the SLA website 
and through SLA membership com-
munications. 
SLA Keyword ••• RECRUIT - Awards 
& Guidelines 
Awards 
One GRAND PRIZE DRAWING: 
iPAQ Pocket PC - Model h2210 
Loaded with an optimal combination 
of features, performance, and 
expandability to meet your handheld 
computing needs. Its sleek design 
includes dual-slot expansion for flex-
ibility and storage and has integrated 
Bluetooth'" for wireless connection to 
other Bluetooth"' devices. With wire-
less-ready capabilities you can access 
the Internet, e-mail, and corporate 
data at home, at work, or on the go. 
It also includes popular productivity 
applications, Universal Remote 
Control, and iPAQ Backup. View 
photos, play games, listen to music, 
and enjoy your favorite multimedia. 
A broad range of features, 
Bluetooth"', expansion capabilities, 
and multimedia make the hp iPAQ 
Pocket PC h2210 essential for you to 
communicate, access, and manage 
information when you want. The 
h2210 uses Microsoft's newest oper-
ating system, Pocect PC 2003. Retails 
for $400. 
The PDA every information profes-
sional wants to have ... and one lucky 
SLA member can win! Remember 
that the more members you recruit, 
the better your chances of wining. 
The Grand Prize drawing will take 
place after all new membership 
9 
Softlink Liberty3 is becoming the preferred automation software for 
special libraries all across the U.S. We know your budget may be two 
generations behind, but we can help you get the next generation of 
library automation solutions now. 
• Optional convenient ASP service 
• Fully Web-based 
• Full text search and retrieval 
• MARC and XML compatible 
Let us customize Softlink Liberty3 to your budget today! 
applications received by December 
31, 2003, are processed. The Winner 
will be announced on the SLA web-
site no later than January 31, 2004. 
Four CHAPTER & DIVISION PRIZES: 
Four Paid Full Registrations for the 
SLA 2004 Annual Conference 
"Putting Knowledge to Work" June 
5-10, 2004, at Opryland, Nashville, 
Tennessee, USA will be awarded to 
Chapters and to Divisions with the 
most new members and the largest 
percentage increase in members! 
Winning Chapter Presidents and 
Division Chairs will determine the 
SLA member to receive each prize! 
One Full Conference Registration 
Prize will be awarded to the Chapter 
and one to the Division with the 
largest total number of new recruits 
during the "SLA Keyword ... Recruit" 
Campaign period from September 
through December 31, 2003. 
November 2003 
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One Full Conference Registration 
Prize will be awarded to the Chapter 
and one to the Chapter/Division that 
increase the total Chapter/Division 
membership by the largest percentage 
during the "SLA Keyword ... Recruit" 
Campaign period. 
(The percentage increase will be 
based on the number of members 
listed in the Chapter or Division as 
of September l, 2003, and the total 
number of members listed in the 
Chapter as of December 31, 2003.) 
The four Chapter and Division prizes 
will be awarded after all new mem-
bership applications are received 
December 31, 2003, and announced 
no later than January 31, 2004. 
Campaign Guidelines 
· All SLA current members in good 
standing may participate and are eli-
gible to win prizes. Only SLA mem-
bers can participate. 
· To receive credit for each new 
member, the referring SLA member's 
name must appear on the printed or 
online application. 
· All new SLA member applications, 
along with membership dues, must 
be received no later than December 
31, 2003, to be counted. Applications 
dated or postmarked after that date 
will not be considered. 
· The earlier you start recruiting, the 
better .. .in case of a tie in the number 
or percentage of new members 
recruited, the new member applica-
tion with the earliest date will be the 
"tie-breaker" in the prize award. 
· Prizes will be announced and 
awarded by SLA no later than 
January 31, 2004. Winners will be 
notified and results will be posted on 
the SLA website. 
· By participating in the Campaign, 
members agree that the decisions 
and rules outlined by SLA are final 
and not open to challenge. 
· No purchase is necessary to enter 
or win. The number of entries 
received determines the odds of win-
ning. All federal, state, and local laws 
apply. Void where prohibited. SLA 
reserves the right to change the 
prizes offered. 
www.sla.org/informationoutlook 
SLA Keyword ••• RECRUIT 
Recruiting Tips 
Recruiting a new SLA member is 
easier than you may think. Simply 
use the template e-mail provided 
below to send to colleagues and co-
workers you wish to recruit for 
membership. Here are a few tips to 
keep in mind. 
1. Become familiar with all the 
benefits of SLA Membership 
SLA membership offers career 
resources, opportunities to net-
work, and access to specialized 
learning and idea exchanges not 
available anywhere else. Take a 
quick look at the Membership 
Benefits section of the website 
(http:/ /www.sla.org/content/mem 
berservice/index.cfm) if you need 
an update. 
2. Share your SLA experience 
One of the best ways to recruit a col-
league is to tell them a story about 
how SLA membership has helped 
enhance your career. 
Whether it was an article you read 
recently in Information Outlook 
(http://www.sla.org/content/Shop 
/Information/ioarticles/index.cfm) 
an idea you picked up at a Chapter 
or Division meeting, or a new job 
you found through the SLA Career 
Services online ... share your SLA 
experience. It will really help con-
vince them of the value of SLA 
membership. 
3. Provide the "SLA 
Keyword ... Recruit" Application 
Go to the Toolkit to find the template 
e-mail to send to everyone you want 
to introduce to SLA membership. 
This template includes a section 
where you can personalize it with 
your own message about your SLA 
membership experience or just intro-
duce yourself. In this section, you 
can include the website address of 
your Chapter or Division to help give 
them more information about 
involvement in SLA. 
The e-mail includes a special 
Campaign Application. Or, if you 
prefer to send your own e-mail, just 
make sure to include the address 
for the Campaign Application, 
www.sla.org/KeywordApply. This 
application includes a line for the 
recruit to include your name, iden-
tifying you as the member who has 
referred them for membership. This 
line MUST BE COMPLETED for you 
to receive credit toward the prizes 
to be awarded. 
4. Follow up to Make Sure the 
Application has been Sent 
All paid new member applications 
must be received no later than 
December 31, 2003, to count 
toward your recruitment effort. 
Many great SLA events are happen-
ing in 2004. Make sure your 
recruits get their applications in so 
they don't miss out on SLA oppor-
tunities, and to make sure you are 
credited toward the prize awards. 
You may check Who's Who Online 
(http://www.sla.org/content/mem 
beronly /who/wholicense.cfm) to 
see if they've joined. 
5. Send a Thank You and Let Them 
Know You Appreciate Support for SLA 
A quick note or an e-mail is always a 
great way to say "Thanks." And, as 
the SLA referring member, you can 
be a career mentor as well. 
SLA Keyword ••• RECRUIT Toolkit 
Here are the materials you need to 
recruit new SLA members for the 
SLA Keyword ... Recruit Campaign. 
Remember. . .it is essential that your 
recruits include your name in the 
"Referred By" area shown on the SLA 
Membership Keyword Application. 
SLA Keyword ... Recruit Membership 
Application 
(http://www.sla.org/KeywordApply) 
SLA Keyword ... Recruit E-mail Template 
to Send to Recruits 
(http://www.sla.org/Keywon:Irecruitmail) 
SLA Keyword ... Recruit Logo 
(Put this logo on your Chapter or 
Division Website to direct members to 
the SLA Keyword ... Recruit Homepage 
on the SLA website) 
- -
T/Je McGraw·Hifl Companies _ _ _ -
STANDARD & POOH'S NETADVANTAGE 
YOUR BEST ONLINE BUSINESS AND 
INVESTMENT RESEARCH TOOL JUST 
GOT BETTER 
Standard & Poor's NctAdl'antagc brings 
together many of S&P's most popular and 
trusted publications - Stock and Mutual 
Fund Reports, Industry Surveys, The 
Outlook, and much more - all housed in 
one new, user-friendly site design. 
The latest version groups key information 
into four "mini portals" - Companies, 
Industries, Funds, and Directories - for 
faster, more targeted searches. The latest 
S&P investment news and commentary is 
now right on the home page. We've also 
added enhanced Google search capabilities, 
comprehensive Company Profile Reports, 
and a Learning Center that includes 
educational content from the editors 
at Business Week. 
Get Nc·r.'\,k111t.1gl' - Your Single Source 
Solution for Business and Investment 
Information. 
STANDARD 
&POOR'S 
12 
mak~9ews 
continued ... 
What about professional 
growth? 
By Shelva Suggs 
The Special Libraries Association is 
pleased to present a new series of 
virtual seminars that relate to 
career development for information 
professionals - finding a job, building 
personal competencies, balancing 
work and life in today's world, and 
more. As you go through changes 
in your professional career, you 
will always need a class or two to 
help you along in your journey. 
The Career Development Series is 
designed to be of interest to anyone 
in the library field or information 
industry. In 2004, SLA's Professional 
Development Center (PDC) has 
many seminars geared to career 
development and personal growth. 
The PDC has an upcoming seminar 
on December 17, 2003, with Cindy 
Hill and Rebecca Jones. The seminar 
is titled "Competencies for Info Pros: 
The Critical Balance." The seminar 
takes an in-depth look at these 
competencies, and their value to the 
profession as a whole and to each 
individual. SLA's first edition of the 
competencies document was used 
widely by the profession as well as 
by educators and employers. It has 
now been revised, further refining 
and defining the professional and 
personal competencies critical for 
library and information professionals. 
The revised competencies outline 
is a set of tools for professional 
growth, recruitment, and assess-
ment. Specific jobs will require 
specific sets of competencies at 
various skill levels. We encourage 
you to use these competencies to 
create road maps of growth and 
development for yourself, your col-
leagues, and your organizations. 
Hill and Jones stated, "During the 
past decade almost every profession, 
including ours, has been clarifying, 
documenting, and communicating 
their competencies. Why this surge 
of interest? Well, competencies are 
roughly defined as a specific range of 
skills, abilities, or knowledge 
www.sla.org/informationoutlook 
enabling or qualifying someone to 
perform a particular function or 
carry out selected responsibilities. In 
other words, competencies form the 
very foundation of a profession. That 
'specific range' is what makes a 
profession unique from all other 
professions and is the basis for compar-
ison among professions. Competencies 
are also the basis for professional 
growth and performance measures." 
Although the core of the profession 
remains the same, the methods and 
tools for information delivery and the 
scope of the enterprise continue to 
grow and change dramatically. While 
maintaining their client- and content-
centered approach, practitioners 
increasingly require advanced 
knowledge of information technology 
to realize their full potential. 
Continually emerging opportunities 
will propel the prepared professional 
into yet unseen realms of advanced 
information retrieval, interpretation, 
synthesis, product development, and 
virtual services on a global scale. 
In the upcoming months there will be 
topics on "Life Balances," 
"Collaborative Techniques," "Exploring 
Alternative Careers," and "Influential 
Networking." For more information on 
our Career Development Series, please 
go to www.sla.org or contact the PDC 
via phone at 202/234-4700 or via e-
mail at leaming@sla.org. 
Major Grant Backs Carnegie 
Preservation Efforts 
Efforts to preserve the records of 100 
years of scientific discovery at the 
Carnegie Institution have received a 
major boost in the form of a $240,741 
grant from the National Historical 
Publications and Records Commission 
(NHPRC). The institution, one of the 
nation's first privately funded basic 
research organizations, houses an irre-
placeable archive documenting the 
progress of American science in the 
20th Century. The NHPRC is a statutory 
body affiliated with the National 
Archives and Records Administration 
and supports a wide range of activities 
to preserve and encourage the use of 
historic documents relating to the his-
tory of the United States. 
Funding for the two-year initiative, 
dubbed "Carnegie Legacy," will set 
the institution's archives on a firm 
footing. Professional archivists will 
comb through 1, 700 feet of records 
and more than 37,000 historic photo-
graphs at Carnegie's administrative 
headquarters and its Earth and space 
science research campus in north-
west Washington, DC. Valuable 
materials that have languished in 
dusty, poorly accessible locations 
will be transferred to state-of-the-art 
storage facilities. Records will be 
organized and finding aids posted on 
a project website for researchers to 
access worldwide. Online exhibits will 
introduce viewers to the institution's 
archival treasures. 
Representative of the archives' 
holdings are documents that chron-
icle the institution's pioneering 
work in atomic physics in the 
1930s, experimental studies of 
rocks and minerals that probed the 
deep interior of the Earth, and 
expeditions from the high Arctic to 
the tropics. Noted scientists whose 
correspondence are in the collec-
tion include astronomer George 
Ellery Hale, geneticist Barbara 
McClintock, and Vannevar Bush, 
science advisor to President 
Franklin D. Roosevelt and the 
architect of U.S. defense research 
during World War II. 
The genesis of the Legacy Project 
emerged during preparation for the 
institution's centennial exhibition in 
2002. As curators selected primary 
source material for display, the need 
for a formal archives program 
became apparent. Shaun Hardy, 
librarian at Carnegie's Department 
of Terrestrial Magnetism and 
Geophysical Laboratory, remarked: 
"Our holdings include some extraordi-
nary pieces of science in the making. 
We've been wanting to make this 
material more accessible for a long 
time and now NHPRC has given us 
this great opportunity." 
John Strom, Carnegie's Web Manager, 
directs the Carnegie Legacy Project. Key 
personnel include project archivists 
Charles Hargrove and Jennifer Snyder, 
and Rachel Ban of History Associates, 
Inc.--a Maryland-based professional 
archival, historical, and records 
management firm that is providing 
project oversight and evaluation. 
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John l.atham is the director of SLA's Knowledge Exchange and can 
be contacted at Kfx@sla.org. 
For more than 35 years, the Special Libraries Association (SLA) has conducted 
regular salary surveys either triennially, biannually, or annually. These surveys are invaluable resources for individual 
information professionals when seeking proper recognition financially and for management when setting the correct 
pay levels within their organizations. 
Increases Above Inflation 
As the work of librarians and information professionals is 
constantly debated in terms of its value, it is interesting to 
consider recent salary increases. SLA members' annual rates 
of increase have significantly exceeded not only the inflation 
rate but also the Bureau of Labor Statistics percentage 
increases in its data for all librarians. Over an 18-year period, 
median salaries for SLA members have increased 209 per-
cent, compared with a 171 percent increase in the US 
Consumer Price Index (CPI) . The current median SLA salary 
is $57,000 versus $46,751, which would have been required 
to keep pace with inflation. For the first time since the peri-
od from 1992 to 1994, the annual CPI increase is greater than 
the increase in median salary for information professionals in 
the United States (2.5% vs. 0.9%) but this dip had little effect 
on the increase over an extended period, and hopefully will 
be a blip. SLA's U.S. respondents' median salary of $57,000 
exceeds the earnings of all librarians as reported by the 
Bureau of Labor Statistics by more than $19,000 over an 18-
year period. Comparable figures from Statistics Canada for all 
librarians have not been reported since 1996. 
In Canada, the increase in SLA members' median salaries 
of 5.9% exceeded the CPI annual increase of 3.9%. Over 
the 18-year period, median salaries have increased by 189 
percent compared to 164 percent or current median of 
Can.$60,000 compared with a Can.$52,181 salary to keep 
pace with inflation. 
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2003 Basic Annual Salaries: Canada and the United States 
This table indicates an overall increase in earnings since 2002 as reported in the SLA's 2003 Salary Survey. 
Salary Pen:entag, 
*All salaries in Canadian tables are Change 
reported in Canadian doll.an. 
The exchange rate on April 1, 2003, 10th First Median Thtrd 90th Mean was $1.47 Canadian• St U.S. Quartile Quartile Percentagt Permnttle 25'11, 50'11, 75'11, Percentile Number Mean Change 
All Canadian Respondents* 43,100 50,000 60,000+ 72,475 83,475 274 61,959+ 3.3% 
All U.S. Respondents 37,000 45,000 57,000 73,720 92,000 1,366 61,522 3.7% 
This table reports the following: 
• The median pay (the salary in the middle of the dis-
tribution) for full-time information professionals in 
Canada as of April l, 2003, was $60,000; the average, 
or mean, was $61,959. The U.S. median pay for full-
time information professionals as of April 1, 2003, was 
$57,000; the average, or mean, was $61,522. 
•10 U.S. dollars the Canadian figures equate to $40,816 
and $42,149 respectively. 
• Canadian respondents in the same positions between April 
l. 2002, and April 1, 2003, reported a mean percentage 
change in earnings of 3.3 percent. The mean percentage 
change reported for U.S. respondents in the same positions 
was 3.7 percent. .Importantly, the mean percentage changes 
in this report are. calculated only for respondents in the 
same job and at the same organiz.a.tion in 2003 and 2002; 
they do not represent the mean percentage change from the 
data in the 2002 survey. 
Top 10 Hot Jobs 
In a period when jobs are difficult to come by, it was heart-
ening to read that corporate librarians were included in the 
Top Ten Hot Jobs in a CNNMoney article of August 29, 2003 
(http://money.cnn.com/2003/08/28/pf/saving/hotjob 
snow /index.htm). The average salary range was $60,000 to 
$65,000, which compares with the average of $61,522 
for all U.S. respondents in the SLA salary survey. This 
figure includes the salaries of many non-corporate 
members (35 percent of the respondents); 
when these members are excluded, the mean 
increases to $64,175. 
A deeper analysis of salary distribution by institution or 
industry reveals that the highest-paid SLA members work 
in phamlclceutical and med.ical chemicals manufacturing 
($84,799) and in computer systems, design, and manage-
ment ($72,990}. Al the Lower end of the survey, lhe mean 
salaries are in museums and historical sites ($42,901) 
and architectural and engineering design services 
($48,167) . 
The difference between highest and lowest salary distri-
bution for Canadians is much smaller at Can. $69,885 
(General Campus Academic) and Can. $52,749 
(Accounting). It is also interesting that the two highest 
salaries from the Canadian survey data are both academ-
ic positions; general campus at Can. $69,885 and subject 
department at Can. $68,811. The equivalent U.S. data 
show $51,555 and $54,059, respectively; both salaries are 
at the lower end of the U.S. distribution. It should be 
noted that in US $, the Canadian salaries above are lower 
than their U.S. counterparts at $47,541 and $46,810, 
respectively, even though they are at the top of the 
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Canadian pay-scale distributions. In addition, Canadian 
corporate information professionals are paid significantly 
less than those in the United States. This may reflect the 
difference in power wielded by government and public 
employees in the two countries generally. The percentage 
of respondents from government, public, and academic 
institutions compared with the total respondents for the 
United States and Canada are almost the same, 31 % and 
32 % , respectively . 
Regional Differences 
A look at the regional salary distribution according to the 
U.S. Census reveals the not-too-surprising fact that the 
New England and the Middle Atlantic regions have the 
two highest mean salaries at $66,179 and $66,091, 
respectively. The Pacific region actually has a higher 
median salary than these regions, but a lower mean at 
$64,406. This information implies that although the 
Pacific region has higher salaries than those in the New 
England and Middle Atlantic regions, the latter two have 
higher salaries at the top end. This assumption is born 
out in salary distribution by metropolitan area: the 
Boston, New York City, and Phila,delphia areas have the 
highest 90th percentile salaries at more than $100,000, 
compared with Los Angeles, San Diego, and San 
Francisco's figures in the low to mid $90,000s. Of course, 
the higher pay scales in these areas may look inviting, 
Salary distributions--US/Canada/UK 
Under $45,000 
D"loClllP-UK 
"loSLA-USA 
• "loSLA - Canada 
In US dollars 
$45,000 - $65,000 
Over $65,000 
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32.1 
but the cost of living is also higher. Resources such as 
"The Salary Calculator" at, 
http:/ /www.homefair.com/homefair / calc/ salcalc. html 
provides comparisons by region or city. 
Gender Dlstrtbutton 
Nedfll-US $ 
Gender Equity 
In 1999, SLA announced that special librarians and infor-
mation professionals had achieved gender equity in pay. 
This trend has now been reversed, albeit by a small 
amount (female median $57,000; male median $57,800), 
as shown in the table above. In Canada, the median 
figure for women is still slightly higher than for men: 
female Can. $60,000; male Can $59,692. Since the differ-
ences are so small, it is probably still fair to say that our 
profession maintains gender equity in pay, a fact of which 
we should be proud, especially when we compare our-
selves with other information industry associations. 
In .a recent article from the United Kingdom, details from a 
Chartered Institute of Library & Information Professionals 
(CILIP) Pay and Salary survey showed that two-thirds of the 
respondents surveyed earned less than £25,000 ($40,000) 
and only 2 percent earned more than £40,000 ($64,000). 
These disheartening statistics have prompted CILIP to con-
duct the survey annually as it seeks improvements in its 
members' salaries.• Although the U.S. and Canadian figures 
shown in the pie charts appear more acceptable, it should 
be noted that CILIP and SLA survey respondents are not 
entirely comparable, as CILIP membership comprises a 
larger number of public and government librarians than 
SLA (SLA, 32 % vs. CILIP, 52 % ) . In spite of this fact there is 
still a significant difference in these median salaries. The US 
is 40% higher than the Canadian figure and 60% greater 
than the UK equivalent. 
Survey Goes Online 
For the 2003 survey, SLA adopted a different method of 
data collection. Prior surveys took the form of hard-copy 
instruments that were mailed to members. This year, fol-
lowing a resoundingly positive response to the 2002 survey 
question about going online, the entire survey was 
conducted electronically. In early May, an e-mail was 
sent to a random sample half of SLA's U.S. members and 
to all of the regular and associate Canadian members. 
After receiving a reminder later in the month, members 
returned a total of 1,999 usable surveys to Association 
Research, Inc. (ARI). As in prior years, ARI staff entered 
and tabulated data from the 2003 salary survey to ensure 
respondent confidentiality. A member in good standing of 
the Council of American Survey Research Organizations 
(CASRO), ARI has extensive experience in designing, 
tabulating, and interpreting surveys and also in working 
with the greater association community. The completion 
rate for the 2003 salary survey was 3 7 percent. 
The ACM Digital Library 
The Ultimate Online 
INFORMATION TECHNOLOGY 
Resource! 
Discover the ACM Digital Library in the ACM Portal, a vast online resource of ACM's computing 
and information technology publications. Your patrons can enjoy unlimited access to 
more than one million pages of full text with archives dating 
back to the SO's. This unparalleled resource is a must-have 
for every technology collection! 
The ACM Digital Library includes: 
• Over 30 ACM publications, plus 
conference proceedings 
• 48+ years of archives 
• Advanced searching capabilities 
• 1.2 million pages of 
downloadable text 
Plus, over 750,000 bibliographic 
citations are available in the ACM 
Online Guide 
AN EXCEPTIONAL VALUE 
FREE GIFT 
Contact ACM and receive a FREE GIFT* for 
inquiring about the ACM Digital Library for 
your institution (while supplies last). Please 
mention code ADSLA24. 
*Limited to one per institution/organization 
Association for Computing Machinery 
The First Society in Computing 
ACADEMIC INSTITUTIONS, 
please contact: 
ACM Member Services 
e-mail: acmhelp@acm.org 
phone: +1-212-626-0500 
fax: +1-212-944-1318 
CORPORATIONS & CONSORTIA, 
please contact: 
DL Coordinator 
e-mail: dl-info @acm.org 
phone: +1-212-626-0518 
fax: +1-212-944-1318 
www.acm.org/ dl 
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Organization of the 2003 Salary Survey Report 
The 2003 SLA Salary Survey report is organized so that infor-
mation likely to be of use to a single user is grouped together. 
• Data on the United States and Canada have been separated 
so that all tables relevant to each country are now grouped 
together. 
• Each chapter represents the data for a specific job descrip-
tion, such as all Canadian and US respondents, respective-
ly; data for those serving primarily in an administrative or 
managerial capacity; for reference librarians and profes-
sionals; for those with "general responsibilities" and for 
those performing technical services. Approximately 65 per-
cent of all respondents fit into one of the four job descrip-
tions above, with the other 35 percent of respondents frag-
mented among the remaining 20 or so descriptions. 
• The data within each chapter are divided into three sec-
tions: demographic, institutional, and job-specific. 
Demographic data relate to personal characteristics of the 
respondent, institutional data relate to characteristics of the 
respondent's employer, and job-specific data relate to the 
particular job held by the respondent. 
What's in it for You? 
You can use the 2003 SLA annual salary survey in your 
salary negotiations or, if you are a manager, you can use it 
when budgeting for salaries or setting individual salaries. 
Although no salary survey data can ensure that you receive 
the salary that you want or deserve, if used properly the 
data can help you achieve proper remuneration. Even with 
160 pages of tables in the report, they may not specifically 
cover your position. You have to compare tables by region 
with those by type of job and/ or by type of institution or 
industry. Some tables summarize benefits offered as well as 
information on part-time employment and contract work. 
Each salary distribution table shows the salaries by 10th 
and 90th percentiles, first and third quartiles, and medians 
and means. Salary data can be useful in salary negotiations, 
How long does it take to find gainful employment? This is a 
primary concern for most job seekers. Finding employment 
is itself a full-time job. As a job seeker, you must research 
companies as well as follow up with the appropriate people 
in human resources. Reading the classified and career sec-
tions of local newspapers is also useful. If possible, visit local 
employment centers for their latest employment postings. 
Finding a job demands anywhere from as little as 2 weeks, 
to as long as 6 months. If your training and experience is in 
a specialized field, it may take you longer. It is important to 
be flexible, patient, and, most importantly, persistent. Keep in 
mind that companies may take up to 3 months to respond to 
your application/ resume. 
With the advent of the Internet, the job search will never be 
the same. Owing to the huge growth of employment-related 
web sites, a job seeker cannot afford to overlook searching 
for a job electronically. To successfully navigate this new 
frontier, however, you need the right skills and strategies. 
The Benefits of SLA' s Career Services Online 
As an information professional, a whole world of new possi-
bilities is within your reach. We've created SLA Career 
Services Online (CSO) to be an essential tool in your success 
in the years ahead! You can not only search for leading-edge 
job opportunities, but also access invaluable career develop-
ment resources that will give you an edge in the highly com-
petitive New Economy. 
CSO provides tools and resources to help professionals at any 
stage of their careers. CSO has an exclusive mix of resources; 
unlike other job boards designed for a more general audi-
ence, our site offers industry-specific job listings and candi-
dates. CSO offers several products to help you achieve that 
new position. The benefits available on CSO are Resume/Job 
posting, the Virtual Advisor service, Career Connection, 
Career Portal, and Career Disruption Assistance Program. 
Resume/Job posting 
Job seekers can post their resumes for free to catch the eye of 
potential employers. New jobs are posted on our site regu-
larly. When you apply for a job or advertise your resume, you 
will create a private account and obtain a login and pass-
word. Your account allows you to manage your job search 
and store multiple copies of your resume or other documents 
to use when applying for future positions. When you want to 
know the newest posting on our site, you can sign up for 
"Notify Me," which sends you auto-emails when new post-
ings match your preferred job profiles. This service will keep 
you abreast of all incoming positions. 
Save time and money by posting jobs online. Industry 
employers can easily access a specialized talent pool. They 
can recruit qualified employee candidates more cost-effec-
tively. We have a variety of packages and rates that will work 
Services Online 
with for your company. The fees are $1 SO for 30-day posting, 
$250 for 60-day posting, $600 for unlimited one (I) month 
posting, and $5,000 for unlimited one (I) year posting. 
Virtual Advisor Program 
Sometimes, we need guidance from experienced professionals 
who have been in the field for several years. We offer our 
Virtual Advisor program that gives you access to professionals 
in your field of interest. This program enhances the perceived 
value of SLA because it is a tangible way we can help people 
advance their careers. 
Career Connection 
SLA Career Connection combines the power of the Web with 
the power of the face-to-face meeting. By participating online 
in SLA Career Connection, job seekers and employers alike 
will be able to "connect" with the hottest job opportunities 
and meet face-to-face during SLA's 2004 Annual Conference 
to discuss creating a remarkable future together. 
Career Portal 
A career site becomes more valuable when it wraps career-
related content around its job listings such as international 
tips and articles that are specific to the niche the association 
serves. SLA has developed the Career Portal, which is an inter-
active members-only link to assist information professionals 
in their quest to become indispensable. So much involved in 
a career change- you will find everything you need here. The 
following is a list of features on the Career Portal . 
• Career Planning & Competencies Information Portal 
• 2003 SLA Salary Survey 
• Career Management Resources for Librarians 
• Career Advice and Insight from CareerJournal 
• Job-Interview.Net 
• Value of the Information Professional 
• Calculators and Tools 
• Resume Writing/Interview Techniques 
• Resume Action Words and More Resume Writing Tips 
• Driving Directions to your next Interview 
• Living/Working Internationally 
Career Disruption Assistance Program 
Given the distressed economy and its impact on layoffs and 
library closings, the DC Chapter Board saw a need for action 
and asked the Employee Committee to set up a Career 
Disruption Assistance Program for DC Chapter members. This 
inspired SLA to look for similar programs already set up by 
other SLA chapters and divisions, which led us to develop an 
international Career Disruption Assistance Portal that links to 
similar resources created by most of SLA's Chapters, 
Divisions, and Caucuses. 
To learn more about our Career Services Online and the pro-
grams that are available, please contact the Professional 
Development Center at (202) 939-9327 or learning@sla.org. 
but remember-your employer also has access to these data, 
which like all data can be interpreted in many different 
ways, depending on the desired outcome. 
The most effective bargaining tool : make yourself invalu-
able to your organization. SLA offers products and services 
to help its members to do just that. SLA membership also 
gains you access to its global community of information 
professionals with whom you can network to find out how 
they are improving their worth and negotiating salaries 
commensurate with their value to their organizations. 
SLA Career Services Online 
If you are currently without a job or looking to move or 
change jobs, SLA's Career Services Online is the resource 
for you. Details of the service are highlighted in this issue 
of Information Outlook. 
Ordering Information 
You can purchase the survey from the SLA publications sec-
tion on our new secure online SLA Marketplace at 
http://www.sla.org/merchandise. If you do not wish to 
make a purchase online, contact Tamara at (202) 939-3681, 
or e-mail at Tamara@sla.org. The cost is $55 U.S. for SLA 
members and $125 for non-members. ~ 
Notes 
1 2000/' 0l Competitive Intelligence Professionals Salary 
Survey." Society of Competitive Intelligence Professionals, 
2001. http:// www.scip.org/ ci/salexec.asp. 
' CASLIS National Salary Survey 2000." Alvin M. Schrader 
and Michael R. Brundin, Canadian Association of Special 
Libraries and Information Services, March 2001. 
• ARL Annual Salary Survey 2001-02." Martha Kyrillidou and 
Mark Young, ed., Association of Research Libraries, 2002. 
'Library pay 'not acceptable'," The Bookseller, April 2003 : 6. 
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Origin of Goods in 
Trademark Law Does 
Not Mean Creator 
By Laura Gasaway 
If someone uses a public domain work 
to create another work, does the law 
mandate that the original author be 
credited? Or is a copyrighted work that 
enters the public domain really free for 
the taking? In creating a work, if a 
publisher or producer uses large por-
tions of an existing public domain 
work, shouldn't that publisher or 
producer alert the consumer? 
The U.S. Supreme Court answered the 
first two of these questions in the 
recently decided case Dastar Corp. v. 
TuJentieth Century Fox1, which exam-
ined the intersection of the Copyright 
Act and the trademark statute, the 
Lanham Act, for information products. 
In 1949 Turentieth Century Fox pro-
duced a multipart television series titled 
"Crusade in Europe," based on Gen. 
Dwight D. Eisenhower's published 
campaign memoirs. It registered the 
copyright in the television series but 
failed to renew that copyright in 1977, 
as required under the 1909 Copyright 
Act, so the work passed into the public 
domain. More than 20 years later, 
Dastar released a set of videos, 
"Campaigns in Europe," which were 
substantially copied from the earlier 
Fox television series. Dastar's video 
series, which is a little more than half 
as long as the original Crusade tele-
vision series, contained a different 
opening sequence, credit page, and 
final closing from those of the Crusade 
television series. Additionally, Dastar 
inserted new chapter-title sequences 
and narrated chapter introductions and 
rearranged some of the other items. It 
also removed references to and images 
from the Eisenhower memoir. 
Dastar listed itself as producer of the 
videos and made no mention of 
Crusade or Fox on the video packaging 
or in the screen credits. Fox sued Dastar 
claiming a violation of the Lanham Act 
because the substitution of Dastar's 
name for that of Fox constituted a 
reverse passing off of goods as a false 
designation of origin. Dastar main-
tained that designating itself as the 
origin of the physical video product 
was entirely accurate, but both the fed-
eral district court and the 9th Circuit 
U.S. Court of Appeals agreed with Fox. 
The U.S. Supreme Court opinion 
focuses on the difference in the 
meaning of the term "originality" in 
copyright law and "origin of the 
goods" in trademark law. In copy-
right, originality refers to the person 
or group, who actually created the 
work, that is, whose creative endeavor 
brought the work to fruition. This 
might be the producer of a motion pic-
ture, the author of a novel, or the 
developer of software. The Copyright 
Act states that a work is eligible for 
copyright protection if it is an original 
work that is fixed in a tangible medium 
of expression. The statutory language 
means that the creator of the work did 
not copy it from someone else. 
Clearly, had the Fox television series 
still been protected by copyright, Dastar 
would have infringed the copyright 
since it copied substantial portions of 
Fox's "Crusade in Europe." Because the 
copyright had expired, however, the 
work was in the public domain and 
Dastar was free to copy the work and 
not required to credit Fox. 
Because there was no copyright cause 
of action it could pursue, Fox claimed 
reverse passing off and sued under 
section 43(a) of the Lanham Act, 
which deals with false description of 
goods, false designation of origin, and 
dilution of trademarks. The common-
law cause of action on which this 
section of the Lanham Act is based is 
called passing off or palming off of 
goods and occurs when a producer 
misrepresents his or her own goods or 
services as those of another producer. 
"Reverse passing off," as its name 
implies, is the opposite: the producer 
misrepresents someone else's goods or 
services as his or her own. The claim 
was that Dastar was guilty of false des-
ignation of origin since it was not the 
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original creator of the work. The 
Supreme Court held that under the 
Lanham Act, origin of goods means the 
one who placed the goods, that is, the 
tangible video product, into the stream 
of commerce, not the one who created 
the work in the copyright sense. 
Therefore, Dastar was the originator 
of the goods and there was no false 
designation of origin. The Court 
compared the situation to that of a 
consumer who buys a branded 
product and does not automatically 
assume that the brand-name com-
pany came up with the original idea 
for the product or designed it. 
The Court acknowledged that when 
the product was a "communicative 
product" such as a book or video 
series, there might be somewhat dif-
ferent purchaser concerns since the 
purchaser of a copy of a novel is not so 
much interested in who published the 
work but in who actually wrote it. The 
problem with this argument, however, 
is that it would place the trademark 
Jaw in conflict with copyright law. The 
right to copy without attribution once 
a copyright has expired is precisely 
what passes to the public when copy-
right protection terminates. 
The trademark statute has common-
law foundations that were not designed 
to protect originality or creativity. It was 
aimed at identifying the producer of the 
goods that are offered for sale, not the 
author of any idea, concept, or commu-
nication embodied in those goods. 
This case has particular relevance for 
librarians who may be misled into pur-
chasing a work not realizing that it was 
based wholly or substantially on a 
work in the public domain. Many 
librarians would also consider the 
practice to be unethical and misleading. 
Dastar holds that under neither 
copyright nor trademark law is the 
producer of this new work required 
to cite the original work as the source 
for the material. Would it not have been 
more ethical to do so? Certainly, espe-
cially in the world of serious research 
and scholarship where it would be 
unconscionable to publish such a work 
without crediting the earlier work from 
the public domain. 
1 122 S.Ct. 2041 (2003) 
Communicating is crucial for today's special librarians. In fact, one of the SLA 
competencies for special librarians of the 21st century is "uses appropriate business and management approaches 
to communicate the importance of information services •.. " The dilemma facing librarians is how to identify and 
implement the appropriate communication strategies. At the Rohm and Haas Knowledge Center we recently 
sought help marketing our services, and, as a result, we now have a strategic approach to communicating with 
our customers and other stakeholders. 
The Rohm and Haas Knowledge Center supports the com-
pany globally. Our services include content offerings 
(such as electronic and print journals and books), records 
management, document management, and online search 
services. AJthough there is a physical library, the 
Knowledge Center provides most services electronically 
via an intranet site. 
The Knowledge Center has always marketed its services. 
Specifically we have relied on seminars, training, and 
presentations-and have made a special effort to meet face-to-
face to determine customers' information needs. The 
Knowledge Center has also used traditional intra-organiza-
tional media, including brochures, e-mail newsletters, and 
giveaways . Despite our continual outreach efforts, ma ny 
employees t!ll do n() l kMw what the J nowledge Center 
does or what ii has to offer. Although usage grew dra-
matically a[Ler the release of tbe Kno wledge Cen ter 
website in September of 2000 , aft er two years ~e were 
no longer growi ng our user base a t the ra te we desired . 
In early 2002, we solicited proposals for consulting services 
to develop a.11 outreach stra tegy fo r tJ1e Knowledge Center. 
After creating a Reques t fo r Prop osal (R FP) for "mar-
keting" expertise , we realized that our actual main 
objective was help wi th tile promotion piece of I.h e four 
Ps of marketing (product , prict\ placement, aud promo-
tion) . We assi.1med we already kuew our customers ' 
information needs and knew we had the right _producl 
offerings. These were big assump tions, but we felt they 
were justified . We continuaJl y a ·qu:ire customer feed-
back, and we benchmark our products and services 
against peer companies. 
We sent the RFP lo three information industry consultants 
and one orga nizational communication consultant 
known to us through a communications firm who had 
previously worked with Rohm and Haas. We selected 
CRA, Inc. , the communication consultant, for several 
reasons: (1) CRA recognized that we had a communication 
problem not necessarily related to our information 
services function; (2) CRA had designed internal com-
munications strategies for other major companies; and 
(3) CRA was local (Valley Forge, PA) , which we believed 
would facilitate the interview process. 
CRA worked with the Knowledge Center to analyze our 
audience across key target markets. CRA also audited our 
existing outreach vehicles and activities and interviewed 
Knowledge Center leaders, customers, non-customers, 
and other key stakeholders. This information-gathering 
stage provided CRA with three helpful Insights: 
1. People like us better than they like our technology. 
While tl1is may be intuitive, CRA's research validated it as 
" (act." The company' employees prefe r Knowledge 
Center employees over Knowledge Center technology. 
Consistent with Marshall McLuhan 's oft-quoted maxim-
"the medium is the message" -we recognized the need to 
more effectively leverage Knowledge Center employees as 
our users ' preferred information source. 
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2. The Knowledge Center is seen more as a vendor 
than a strategic partner. The Knowledge Center is 
viewed as a tactical "problem solver" (as opposed to a 
strnt egi c business partner and solution provider). 
Obviously, being known as a problem-solver (even a 
tactical one) is usually a good thing-but it can imply a 
very transactional relationship with the users you 
serve: They toss you a problem, you address it based 
on the specs they've provided, and then you toss it 
back to them . End of transaction. This orientation in 
some ways commoditized us-and clearly detracted 
from our efforts to elevate the Knowledge Center as a 
genuine business partner and resource. 
3. The barrier against greater awareness is the "wall of 
rational ignorance." Since the 1950s, economists have 
used Anthony Downs ' Theory of Rational Ignorance to 
explain, for example, why most voters seem to know 
so little about the issues at stake in any given election. 
"When the expected benefits of information are small 
relative to the costs (as they almost always will be in 
an election), people [attend to] little information" 
(Caplan, 1999). 
In our case, CRA found plenty of evidence of rational 
ignorance. Users and potential users were making a 
choice to not a ttend Lo Knowledge Center messages, 
beca use (1) tbey were Loo busy, and (2) they could not 
clearly anticipate a compelling retu rn on their investment 
of time and attention. 
The implication: We cannot achieve our objectives 
merely by making our messages louder, simpler, or 
more persuasive. Instead, we must find ways to deliver 
our message so that it is self-evident to the recipient 
that the benefits of attending to Knowledge Center 
information outweigh the "costs"-the costs being the 
time and attention that the recipient must invest to 
attend to the information we're presenting. 
Grounded in these three insights, CRA then met with the 
Knowledge Center team in a design session to share 
their findings as well as to test, clarify, and 
refine straw models and assumptions. 
Specifically, the design session focused on 
target audiences, desired outcomes, key 
messages, potential strategies/activi-
ties, and challenges/issues. As a 
result of CRA's primary findings, 
they generated seven ideas: 
1. Structured Relationship 
Management. This campaign 
element has several goals: 
(1) build relationships with key 
stakeholders across the organizations, (2) use these rela-
tionships to push our messages and manage meaning, 
and (3) seek input and guidance from these relationships. 
In general, to accomplish these .objectives, it would first 
be necessary to identify stakeholders and assign "rela-
tionship managers," as well as create protocols and 
processes to ensure that: (1) relationship managers 
remain accountable, (2) relationship managers are 
managing relationships with specific goals in mind, and 
(3) that information from all stakeholders is aggregated 
and synthesized in a useful manner. 
2. Outcomes-Based Messaging. This campaign element 
focuses on (1) pushing messages about how to solve user 
or user-to-be problems and (2) positioning the 
Knowledge Center as a strategic partner, rather than a 
solutions- or product-oriented vendor. To do this, CRA 
suggested an audit of existing messages. As a result of the 
audit, we would work to adjust current messages as well 
as to produce new ones. 
3. Consultative Orientation. This campaign element has 
similar objectives to that of the Outcomes-Based 
Messaging: positioning the Knowledge Center as a strategic 
partner. The Knowledge Center could meet its objectives if 
it refined its processes to identify Rohm and Haas employee 
needs and then adapt training/orientation information to 
these specific individual/group needs. 
4. "Blogging." A growing, popular trend on the Internet-
typically known as web-logging or "blogging"-provides a 
format that allows the "writer" to summarize information, 
provide commentary, and also provide the "reader" with 
the link to the summarized materials. The goals of this 
campaign element include (1) elevating knowledge as a 
strategic resource, (2) increasing exposure to Knowledge 
Center information among users and users-to-be, and (3) 
leveraging Knowledge Center personali-
ties. To accomplish these objectives, CRA suggested 
that the Knowledge Center leadership team identify what 
"blogging" topics should be covered and who should be 
the primary "blogger/author" for each topic. 
5. Leveraging Network "Stars." As Malcolm Gladwell 
described in The Tipping Point (Little Brown & Company, 
2000), one way to create widespread awareness and 
understanding of a message is to leverage the "Law of the 
Few" by putting the message in the hands of a small number 
of people who have extensive informal networks and sig-
nificant influence within those networks. This campaign 
element, then, is about identifying our organization's 
"network stars" and equipping them to "coach" others on 
Knowledge Center value and use. Through these "coaches," 
the Knowledge Center would be able to (1) leverage 
formal and informal employee networks and (2) push 
information via trusted and preferred information 
sources. The next step for the Knowledge Center would 
be to provide information and messages to them that 
they would share with other users and users-to-be. 
6. User Advisory Panel. In an effort to gather input and 
feedback as well as push information and tools, CRA sug-
gested that the Knowledge Center identify 8 to 10 users 
and non-users to participate in a "user advisory panel." 
The Knowledge Center could invite other key groups to 
participate on additional advisory panels. The next step 
for the Knowledge Center would be to define how the 
Advisory Panels would work. 
7. Knowledge Networks. CRA recommended that the 
Knowledge Center engage in a Knowledge Network, or 
Knowledge Maps. While CRA did not provide a specific 
approach, CRA and the Knowledge Center agreed that 
any effort should strive to accomplish the following 
goals: (1) leverage internal information sources, (2) 
associate the Knowledge Center with knowledge 
management-not just external sources of information, 
and (3) work within significant constraints, including 
resources and budget. 
Consistent with CRA's recommendations, Knowledge 
Center leadership prioritized the campaign elements 
and decided to move forward most aggressively on the 
following three areas. 
Structured Relationship Management 
We decided to begin the Structured Relationship 
Management (SRM) initiative with the Knowledge 
Center managers as the pilot group. We developed a 
list of the businesses and key positions within those 
businesses, overlaid that with our general direction 
and strategy, and assigned two stakeholders to each 
Knowledge Center manager. 
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At that point we learned that the Knowledge Center 
would soon move out of the Research organization and 
into the newly created eBusiness department, part of 
Information Technology. We put our SRM effort on hold 
as we learned more about our new group and how we 
would rework our message. 
All was not lost as we soon passed along the SRM tech-
nique to our new eBusiness colleagues and decided to 
use it for demand generation for all eBusiness tools and 
services. Because this was a new department bringing 
together multiple groups, identifying key stakeholders 
presented a challenge. We began by having each key 
manager in eBnsiness fill out a rela(io11s.hip ma.Lrix by 
business function. Then we consolidated the spread-
sheets with all the relationships into an exce llent visual 
map indicating the relationship gaps. 
Next, we plan to set our priorities based on the eBusiness 
department's strategic direction. Each eBusiness manager 
will be assigned at least one stakeholder within the 
business. Armed with a list of gaps and priorities to 
serve as talking points, the manager will begin building 
the relationship in a face-to-face setting. 
Moving forward, we will bear in mind CRA's dictum that 
"2 x 15 > 1 x 30." In other words, managing relationships 
strategically is an incremental process, and 15 two-
minute interactions will generate more useful "intelli-
gence," and yield more influence, than a single 30-
minute conversation. 
Outcomes-Based Messaging 
Working with CRA, the Knowledge Center reworked all 
user-related communication to explain to users "what's 
in it for me." The effort shifted fo ·us tow,ud familiarizing 
users with the benefits of using r<nowJedge Center tools 
and ervices-l'at!ter than familiarizing them with "ny par-
ticular Knowledge Cemer tool or service- and emphasized 
the Knowledge Center as a stntegic partner. Reworking 
our messages meant shifting the Knowledge Center's com-
munications philosophy. We wanted to highlight the 
Knowledge Center as a problem-solver and a time-saver. 
In order to introduce the outcomes-based messaging 
concepts to the Knowledge Center staff, we put on a skit 
at a department meeting. In the skit a staff member is 
preparing a seminar on one of the Knowledge Center 
offcMngs, MicroPatent, a full -text patent search and 
delivery tool. In the skit, the text of the announcement 
for this seminar first reads: 
Knowledge Center Seminar Series 
September 2003 
MicroPatent: Web access to patents and patent searching 
• MicroPatent basics 
• Patent copies 
• Patent searching basics 
• Patent text searching 
-truncation 
-proximity operators 
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Enter the Outcomes-Based Messaging doctor, who 
comes in to diagnose the problem of "toolitis"-too much 
attention on the tool and not enough on what's in it for 
the user. The doctor "operates" on the announcement, 
and it becomes: 
Knowledge Center Seminar Series 
September 2003 
Patents as an early warning system 
Do you need to keep up on your competitors' technology? 
Do you need to develop a patent trat gy for your business? 
Are you an innovator looking for new ideas? 
If you answered yes to any of these questions, come 
learn how using Micropatent can help you in your work. 
We also reworked the brochures and help sheets for our 
online tools and revisited and changed each page on the 
Knowledge Center site. After joining the eBusiness 
department, we introduced them to outcomes-based 
messaging, which they used extensively in creating the 
new eBusiness website. For example, the collaborative 
tools group page says, "We can help you collaborate with 
anyone in the world, inside or outside of Rohm and Haas, 
without leaving your desk." Under our old tool-focused 
view, we might have written, "We can help you use tools 
such as Webex and Sametime." The page does go on to 
explain those tools in more detail, but not in the initial 
"grabber" line. 
"Slogging" 
To dale, all of om work witli bloggJng has bee:n. experi-
mental. with several Knowledge Center people begirmfog 
individual biogs on areas of work or per onal interest. 
We used several different technologies as a test to see 
which one might uil our needs, including straight 
HTML pages (FronLPageJ and weblogging software 
(Nucleus). CRA has (ound Mova.hie Type, a popular 
weblogging software package. to be a suitable solu.Uon 
for many of its clients. In particular, organizations like 
the price-$130 for an enterprise-wide commercial 
license-and the fact tbat weblogging can deliver many 
(if not all) of the benefits promised by ontem manage-
ment software packages that can)' five- or six-digit p1"ice 
tags. We have yet to revisit our strategy for using biogs, 
but we would do so keeping in mind how they showcase 
personalities and draw "repeat customers." 
The Knowledge Center is continuing with its previous 
outreach activities, while focusing on building a consul-
tative approach for specific areas and e.,qiloring using 
advisory pru1els and working with the company 's com-
munication staff. In general, th e.re is consensus among 
Knowledge Center tea m members and leadership that 
our effort s to date are moving us toward piercing llie. 
"wall of rational ignora nce," posilioning the l nowledge 
Center as a strategic .Partner and meeting our objectives 
relative to our key aucLiences. i) 
Caplan, Bryan (1999). "Rational Ignorance vs. Rational 
Irrationality." 
URL http://www.gmu.edu/departments/ 
economics/bcaplan/ratirnew.doc 
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infortfends 
Is Bibliography Dead? 
Hell No! 
By Stephen Abram 
Let's review the fundamental reason 
we do bibliographies: FISS. Find 
Information Stuff, Simply. The Web 
didn't change this in any fundamental 
way. You just can't start every learning 
or research exercise by diving willy-
nilly into the entire corpus of the 
world's information - right? Someone 
who is an expert or knows a little 
more than you needs to review and 
select the best stuff, the most appro-
priate stuff, the properly targeted stuff. 
Librarians do this, teachers do this, 
professors do this, corporate trainers 
do this, editors do this - even Web 
page creators do this. It's a core skill of 
any profession to select and point to 
the right stuff that matches the content 
needs of target readers/learners/users 
at their literacy or learning readiness 
levels. It's one of the coolest compe-
tencies librarians have! 
As a matter of fact, just released is 
the 15th edition (yes, print!) of the 
Chicago Manual of Style. Special 
2003 editions of MLA Handbook 
for Writers of Research Papers, 6th 
edition were released this year. The 
APAStyle.org website updates the 
2001 edition of their guidelines. 
But the ol' undergrad standby, Kate 
Turabian's A Manual for Writers of 
Term Papers, Theses, and Dissertations, 
6th ed., 1996 somewhat presages a lot 
of the core Internet citation questions 
we encounter today. 
When instructors tell us which 
style they want us, and our users to 
apply, we certainly get a plethora 
of opinions and answers . If they 
have no preference, we can follow 
these guidelines: 
• APA: psychology, education, and 
other social sciences; 
www .sla.org/i nformationoutlook 
• MLA: literature, arts, and humanities; 
• AMA: medicine, health, and bio-
logical sciences; 
• Turabian: designed for college 
students to use with all subjects; 
• Chicago: used with all subjects in 
the "real world" by books, maga-
zines, newspapers, and other non-
scholarly publications. 
Otherwise, there seem to be strong 
opinions out there about this topic 
and you can never seem to guess 
how many permutations can occur. 
I suppose in a world where plagia-
rism is rumored to be rampant, and 
tools for "catching" plagiarists (and 
boosting originality according to 
their marketing materials) by 
Turnitin (http://www.turnitin.com) 
are doing well, emphasizing the 
source of your information is 
understandable. 
Indeed, many of us use the word 
webliography to describe those 
Web-enabled bibliographies we 
create. Interestingly, ECollege.com 
claims the word Webliography as 
their Service Mark (SM). I sure hope 
this doesn't turn into one of those 
'Listserv"'" tradename protection 
debacles! 
In the new ProQuest interface, 
PQNext, we are able, as in some 
other professional search inter-
faces, to output our search results 
in correct citation format. The Auto 
Citation Style option lets you mark 
articles online, then automatically 
print, e-mail, or download a bibli-
ography on the spot, perfectly, in 
your choice of citation styles: 
• ProQuest Standard 
•AMA 
• APA 
• Chicago: Author-Date 
• Chicago: Humanities 
•MLA 
• Turabian 
Advanced features include the abil-
ity to generate Instant Annotated 
Lists. Maybe you want to create a 
reading list for patrons, students, 
or your own later review? The 
"Print Bibliography" screen also 
features an "article summary" 
option that captures both the citation 
and abstract. This is ideal for sup-
porting curriculum and classroom 
activities. Another nice feature allows 
for the creation of annotated Web 
pages that link easily to the full text, 
PDF, or image of the original articles. 
Other bibliographic tools are 
already in our kit bags but we need 
to take another look at them. What 
we must remember is how things 
have changed technologically. In 
the past, bibliographies and foot-
notes were meant to document the 
course and point to the original 
source. Now we often have the 
ability to link directly to the origi-
nal source. And we're not just able 
to link from the bibliography to 
text sources, articles, and the like; 
we can link to pictures, graphics, 
tables, streaming media, and more! 
These rich media-enabled docu-
ments will emerge as one of the 
more interesting (and also some-
what unpredictable) developments 
of the digital world. This clearly 
reduces the "effort" distance 
between the cite and the site. 
Our pathfinders can be now easily 
pointed right to the information we 
need instead of just randomly 
pointed. While some might say this 
is a symptom of our world's desire 
for instant gratification, I disagree. 
There is little value in the steps we 
take from resource to resource. Of 
course, some of us enjoy the jour-
ney - it's part of the research adven-
ture - and some of our libraries are 
beautiful to explore! Then again, 
we're not like that army of rushed 
end-users trying to get their research 
done before deadline. 
In the olden days, some thesis and 
dissertation advisors mandated the 
bibliographic style, but now many 
institutions are requiring candidates 
and students to use specific software 
packages to format their bibliogra-
phies and footnotes . These packages 
include such software as, EndNote 
(http://www.endnote.com/), ProCite 
(http://www.procite.com/), and 
Reference Manager (http://www.ref 
man.com/). Some allow for easy 
integration with reference checkers 
as well as with standard citation 
index and analysis tools. Some make 
it easy to submit material to key tools 
such as Dissertation Abstracts, tying 
documents together so they are 
accessible through other tools such 
as ISi. Use of specific software sets 
standards for institutions in creating 
local resource sites and databases of 
their research record. 
In August 2003 a new tool was intro-
duced. This MS Internet Explorer 
toolbar saves and manages informa-
tion gathered from online sources and 
creates bibliographic citations using 16 
online styles. Flexity Technologies, Inc. 
(http://www.flexity.net/) announced 
the release of Internet Research Toolbar 
(IRT) 1.01 for Windows 95-98, NT, ME, 
2000, and XP. IRT has a built-in capa-
bility for Internet Explorer to save, 
search, and manage the content of Web 
pages. It can search only the online 
information you have saved while cre-
ating bibliographic citations formatted 
specifically for online information. 
If you still need a print resource 
specifically for electronic cita-
tions, the bible still seems to be a 
1996 book, Electronic Styles: A 
Handbook for Citing Electronic 
Information, by Xia Li an!l Nancy 
Crane (Information Today). The 
second edition of this best-selling 
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guide to referencing electronic 
information and citing the com-
plete range of electronic formats 
covers text-based information, 
electronic journals and discussion 
lists, websites, CD-ROMs, multi-
media products, and commercial 
online documents. 
So clearly in a world where the 
information ocean is vast, bibli-
ographies offer islands of calm for 
the harried researcher. Librarians 
are the professional travel agents 
who find and supply these infor-
mation destinations. 
This column contains the personal 
perspective of Stephen Abram and 
does not necessarily represent the 
opinions or positions of Micromedia 
ProQuest or SLA. Products are not 
endorsed or recommended for your 
personal situation and are men-
tioned here as useful ideas or 
avenues to investigate or explore. 
Stephen would love to hear from you 
at sabram@micromedia.ca. 
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Pathfincler Enterprise Portal 
A Study in People, Power and Perserverance 
By Chris Maiden 
Chris Maiden is Pathfinder's Project Manager at Appleby Spurling & 
Kempe (AS&K), in Hamilton HM EX, Bermuda. He con be reached at 
Cmaiden@ask.bm 
• The Pull of the Portal 
When Pathfinder-Appleby Spurling & Kempe' s {AS&K) new enterprise portal-was 
launched in late 2002, one enthusiastic secretary eloquently expressed the genera l reaction to its arrival: "I use 
the portal like a lost tourist uses a foreign language dictionary. It contains everything I need to know, or it can 
tell me where to find it." 
In a professional services firm, when a portal appeals even 
to such technology-weary and otherwise skeptical support 
staff, then you know you must have gotten something 
right. To get to this point, AS&K did some long, hard 
thinking and wide-ranging internal consulting before 
embarking on a portal. This is the story of that journey. 
Well before portals became fashionable, the need for one 
at AS&K emerged as we realized that a centralized 
Web-enabled tool could integrate and simplify access 
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to disparate information sources, using a familiar inter- evolution of a portal architecture. 
face and a single sign-on. 
A Quiet Revolution 
Over many preceding years, the firm's Knowledge 
Management Team quietly and painstakingly shaped a 
climate of favorable opinion and preconditions for 
Pathfinder's birth, many of whose members are qualified 
librarians with extensive combat experie11ce in working 
wiU1 lawyers . They were instrumental in molding a 
caJture U1al. imt.ead of a sleril.e wasteland of disillu -
sionment, would result in an environment that would 
allow a portal to flourish . 
Prudence, patience, and perseverance paid off. Rather 
than hand wringing about a diminished destiny, they 
seized yet another gift opportunity to re-tool and reclaim 
power over their own continuing evolution. The 
Pathfinder story is a testimonial to these unsung heroes, 
rumors of whose demise has been woefully exaggerated. 
If Only We Knew What We Know 
If only we knew what we know. The problem was not 
lack of information. It was an inability to access what 
was already there on a "just-in-time" basis, without 
having to waste time and interrupt work rhythms in 
order to get to it. 
At its simplest, a portal is just a single entry point to a 
vast array of information resources, arranged conveniently 
and meaningfully for of 
access. Fundamentally, 
must provide a 360-
degree view of the 
essentials needed to 
get your job done and 
make doing that job easier. 
Portals broadly resemble a 
dashboard, with various naviga-
tion panels, a sitemap, and a search 
facility to help you find what you want, 
and perhaps allowing you to personalize 
content. Those are the core essentials, 
although company and commercial portals can get 
much fancier. Commercial portals come in two vari-
eties: vertical (tightly focused on specialized content, 
like the recipe and leisure-based Epicurious) or horizon-
tal (covering a diverse range of topics, like Yahoo). 
The success of portals like Pathfinder depends on 
many factors, including decisions about content and 
the language used to arrange it (the classification 
scheme, or taxonomy); how well presented and usable 
the interface is (the information architecture); and 
intangible cultural issues such as people's preferred 
work habits and how they interact with others when 
solving problems (the workplace). 
Knowledge management personnel with library back-
grounds are singularly well positioned to influence and 
guide decisionmaking and design processes during the 
Building a good portal-one that people actually use-can-
not therefore be reduced to an oversimplified formula of 
10 easy, soundbite-sized steps. One size does not fit all. 
"Design twice, build once" is very good counsel that any 
"me too" organizations ignore at their peril. You reap 
what you sow. 
Why A Portal? 
Like many organizations, AS&K faced a familiar bundle 
of workplace challenges: 
• Information overload - a persistent problem faced by any 
organization in the 21st century. It has been aptly com-
pared to "sipping at a water cannon." 
• Integration - workplaces are riddled with disparate 
applications that do not talk to each other. Each has to 
be interrogated separately with different passwords and 
protocols, just to get to some small piece of essential 
information buried inside. 
• Information - unfound information and time wasted 
looking for it is expensive. Estimates from various studies 
reveal that employees spend from 20 to 30 percent of their 
time looking for information from multiple locations, 
reinventing the wheel. That's 8 to 12 hours squandered 
per week! For larger organizations, this represents 
astronomical losses each year, the highest figures hovering 
around $31.5 billion. 
• Interruption - "attention deficit disorder" 
afflicts already complex workplaces. 
Between 6 and 10 interruptions an hour 
is not unusual as people, technologies, 
and information compete for attention 
and fragment our concentration. 
Pinpointing what gets people's 
attention and how to manage 
its scarcity is a good business 
discipline and can provide clues 
to opportunities for new services 
or interventions. 
• Finding needles in haystacks - a power-
ful search engine (think Google or Teoma) is 
an indispensable tool for fishing out the relevant 
from the potentially useful. It is a familiar technology 
that has become another "killer app" for today's 
Internet-democratized workforce. Serendipity can also 
be increased by uncovering valuable material that might 
not otherwise be discovered, and results refined with 
additional filters. A portal without a search engine is 
like a body without a heart. 
• Knowledge loss or deficiency - reducing "time to com-
petency" for new hires and loss of expertise through 
retirement or turnover affects any organization's ability 
to compete, to sustain itself or contain costs. Capturing 
and baking expertise into people's routine workflow is 
part of the solution. A portal may help, assuming comfort 
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levels with the supporting technologies, such as discus-
sion groups or weblogs. 
• Who knows what1 - signposting and connectivity tools 
help people to know whom to talk to, how 10 .locate the 
exl)er(s or "gurus" in their organizational nerworks. How 
can they get a.nswers to U1eir questions q_uickly. not just 
get a document? Sometimes, your next door neighbor 
knows the answer lo your question, and you rloa't 
realize how close you are to it! l.n orpo.rating a skills 
directory i.n ii portal can help, perhaps linked lo a rlis-
cussion group for exchangi ng practice know-how. 
• Where does it hurt? - locating "pain" in the company can 
offer lues lo potential new support services. Listening to 
"war stories" ;;ibout problems identifi es the a tteulion-
gettiJ1g hotspots ( or examp le, a growing compliance 
butden, increased concern c;1boul risk management, or 
emergent cro s-discipliuary or hybrid practice areas that 
are, by definition. us ually more knowledge intensive). 
Knowledge gap · or deficiencies can then be milpped, or 
similar types of knowledge needed by clilleren( groups, 
and solutions delivered Uuough a portal. 
While these are all familiar challenges for organizations, 
a portal alone will not solve them. Portals do not operate 
in a vacuum but in the tricky and often unpredictable 
terrain of human affairs. 
Into the Wild 
This is the realm of resistance to change, adjustment to 
new work habits, and compromises. It is where the real 
work gets done, not within the artificial constraints of 
formal organizational charts and official hierarchies. 
So portals must take account of unwritten rules of 
engagement in the workplace: transactions involve con-
versational exchanges, reciprocity, group loyalties, and 
psychological deals between people. 
The trust, mutual understanding, and shared values that 
underpin these exchanges are now recognized as social 
capital, the currency used to get things done. Project 
management and completion involves much trading on 
social capital. 
Similarly, if you have fundamental communication 
problems in your organization, such as territoriality or 
poor, unrewarded, or undercompensated knowledge-
sharing pra tices, a portal will not resolve them and 
might even make them worse! This is not about the 
technology. It is primarily about the habitat and adjusting, 
or even accommodating, human behavior. 
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AS&K recognized and Li!cklerl all these issues before 
taking on a portal. To do otherwise would have been 
lethally premaL1.1re. Within the typical structme of a law 
firm µarLnership, this more holistic ;ipproach i11evit;ib!y 
Look longer. 1t did not gua:r.'lntee untroubled progress, 
but it gcneraJJy made for a much smoot her implemen-
tation with less resistance. 
Countdown to Launch 
After consulting witb stakeholders al Ie11gU1 throughout 
the firm, senior m;inagement gave a clear endorsement 
for Pathfinder through its Strategic IT Review Comn1itlee. 
The chief execu tive approved a project team, with com-
plementary expertise and a budget. With the appointment 
of an IT consultant/system designer, work began on 
Pathfinder's planning and design. 
The project team had a panner. the IT consultant/system 
designer, senior practlce managers, and represenia(ives 
from fee-earner and secretarial communities, as well as 
two know ledge management specialists. The team 
brought in other expertise as needed on system securi ty, 
intellectual property issues, usability, and su itable 
metrics to gauge projected benefits. 
This was a versatile team that communicated openly 
and collaborated systematically - another reason for 
Pathfinder's success. 
Pilot testiJ1g was lrndertaken in the crucible of the "Live" 
workplace, with a diverse test group of representa tive 
employees and fee -earners. whose range of comfort levels 
with technology varied widely. This en uTed that the fin-
ished product was fu ll y robust before it was rolled oul to 
everyone and that -111e portal'ii design and content filted 
the people. raU1er U11111 the other way around. 
After some brainstorming and canvassing of views, a 
portal name was agreed, thereby ensuring a strong 
branding while helping to stimulate some pre-launch 
buzz in the firm. 
IN ORDER TO MOVE 
FORWARD, YOU 
SOMETIMES HAVE TO 
TAKE A STEP BACK . 
Imag ine ground-breaking his lorical sc ienlific 
research available with one click from your 
desklop. Pri ze-winning arlicles, unique discoveri es 
and classic lheori es in electronic format - all 
fully searchable and inlerlinked wilh loday·s lop 
papers. 25.000 km long, 30 skyscrapers high, 
4,000 lonnes of journal arlicles al your fingerlips. 
Thal's whal lhe backfiles from Sc ienceDirect deliver. 
For more informalion, visil : 
w info sci ncedlrect com/bockfit s 
IScienceDirecl is a parl of Elsevier) 
ELSEVIER BACKFILES ON 
SCIENCEDIRECT IN ENERGY 
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A self-1Je1p guide, drafted in "frequently asked questions" 
style, was tested by volu11teers in preparation for 1he 
Launch Training Program. which was publicized lllrough 
carefully sequenced announcements. 
A Portal by the People for the People 
When Pathfinder Phase 1 was. launched, it embodied all 
Lbe self-service resources requested during the consulta-
tive stage. Knowledge mallilgemenl personnel are the 
primary content managers. 
Pathfinder features Quick Links to freq uently used 
resources such as case law and legislation from Bermuda 
and other jurisdictions. da ily newspapers, the library cat-
alogue., engagement and compliance documentation, 
officia l Bermuda websites, reliable business information , 
translation tools, and high-value interna lly annotated 
know-how. 
A grab bag of key marketing collateral ma te.rials is posi-
lloned prominently. wiU1 attorneys who are preparing 
for a business trip i.n mind, and perhaps in a hurry. ror 
support slaf£ and department managers, important 
administrative forms are clustered together conven iently 
in another location. 
F3$t, simplified access to time en try, WlP (work-in-
progress) and A/R (a.ccounts receivable) information is 
available for fee-earners. Eye-catching pie charts make 
rapid assimilation of Chis information much easier for the 
busy and distracted. 
In lliis way, Patbfinder is "sticky" - it encourages loya lty, 
revisiting, and further use because it allows people to dis-
cover other goodies in passi ng, even though they were 
initially attracted by something else. 
One corporale attorney observed that "there are so many 
lliings we have to do aud carry in our heads. I aow click 
on the attorneys' neighborhood page and all J need is 
there, at my fi ngertips. I no longer waste Lime Jeaming 
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complicated multiple systems. It's an excellent one-stop-
shop for me." 
The search engine has also proved popular. especial ly 
wilb people who previously struggled wilh their do -
umenl hunLing. One fee-earner remarked " I now LLse it 
a (( U1e time and can fi11el whatever l wam q uickly, 
even when the client is on the phone. Previously, it 
took forever." 
Secretarial staff are another happy customer segment. 
They are able lo access a wide range of forms, fee-relaled 
information, and other financial information integral to 
their work. They love their "neighborhood" page on 
Pathfinder because they helped destgu it; for them it is an 
effective tool when supporting their fee-earners. 
Another secretary spoke up wW1 high praJse indeed: "In 
a world of so many poorly designed computer products, 
Pathllnder is refreshingly dUferent-il actually helps us!" 
Pathfinder was uot an imposed "solution" looking for a 
problem. Instead, it was driven and developed by those 
who were ultimately going lo b il · beneficiaries. That 
was, and remains, a key determin;mt of its success. The 
frequent use of Pathfinder' s feedback button- for new 
ideas, suggestions, or complaints- attests to its daily use-
fu lness and dynarnic nature. Frequent imprnvements are 
made and Phases 2 and 3 of Hs development will tackle 
the more ambitious requirements, as funds permit. 
A Usable Interface 
/\ centralized visual space is at the heart of Pathfinder. Lt 
provides a single, branded foc..ll point to which employees 
now come for much of their recommended daily infor-
mation intake. 
Navigation panels and ''you are here" trails help people to 
gel their bearings because they need to [eel they are in 
familiar terra in when they work. Pathfinder cl astern their 
information by community or topic, cross-referenced 
where necessary tu oUier domains of knowledge, into 
which they may need to step briefly. 
Sucb categorizing of content is known as .tpplying a 
laxonomy (or classilication scheme) and the politics of 
trying to get a consensus on one can be quite a chal-
lenge. Our general ru le was lo keep it simple and 
familiar. Terms were used that rellected the e.veryday 
usage of the very people who would be expected to use 
them to search for informati on on or via lbe portal. 
ln balancing Flexibility with consistency, Pathfinder's 
arrangement combined iu-house l)referred usage with 
in ternationaliy recognized lega l terms. Design was also 
simpler because it borrowed terllls already used for cat-
egorizing matters in the firm. 
Learning and Earning 
Pathfinder has strengthened AS&K's capacity for leamin~ 
and rapid IrnowJedge trans[er. By incorporating directory 
tools for localing in-house experts and their key documents 
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quickly, rookies can accelerate their learning, with IDun,,-,~,...-
focus and depth. 
Volatile "yellow page" type information is available, such as 
daily announcements that would otherwise congest e-mail --.-. ,-;-
applications; policy and procedural changes; global weather ~ r . 
and holidays, time zones, currency converters, and dialing ' 
codes; and breaking news feeds and investment information 
from reputable sources. 
Client intelligence and their touch points with the firm 
are also being built into Palhfinder, allhougb develop-
ment is in its early stages. ln Lime, this .infonnation. can 
be mixed and matched with other client preference data 
and made available through Pathfinder to support expert 
teams that straddle more than one practice area. 
Pathfinder is thus part of a coherent attempt to contain or 
reduce the information overload problem and cut down 
on distractions. Busy practitioners can concentrate on 
essential fee-earning activities such as developing new 
practice knowledge, or recombining it. 
Pathfinder's Natural Habitat 
Although Pathfinder was deliberately 
around identifiable practice communities to support 
their preferred modes of working, it is recognized as 
only one tool to which people may resort when doing 
their job and making sense of their environment. 
Peer advice, infonnal intelligence, and interpretive know-
how can be gleaned or "tested" from other sources, such 
as water cooler or kitchen chat, telephone conversations, 
informal mentoring down the hall, or through formal 
apprenticeship-style programs. In other words, from the 
natural habitat or neighborhood telegraph. 
This natural habitat is the interpretive context for 
Pathfinder's content because knowledge is always situa-
tional or context dependent. Different peer communities 
are the stewards and validators of actionable knowledge 
for their situations or area of expertise - they know best 
what they know or need and how to interpret and apply 
the answers they find or exchange. They share differing 
sets of values, information needs, specialist vocabularies, 
and they select their preferred tools from those available 
when problem-solving or information gathering. 
Pathfinder blends into this workplace "biodiversity," 
rather than disrupting it. It is not imposed as a straitjacket 
regardless of the complexity of a context or people's other 
information gathering preferences. 
Organizations as Ecologies 
Pathfinder is part of a diverse, wider ecology, a web of 
interconnected and mutually interdependent expertise. 
Increasingly, businesses will be seen in this way, rec-
ognizing the delicate balance of interrelationships. The 
interaction within and dialogue among various practice 
communities represents a series of value networks, 
which are the pulse of innovation. A portal's actionable 
content is fed and sustained by these networks. 
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We lose out on this richness if we slice and dice an 
organization to death. Employees often operate in dis-
connected, territorial fragments or hierarchies, whose 
members may not even talk to each other. Cross-selling 
to clients becomes more difficult and routine but 
important knowledge transfer, necessary just to get the 
job done, is hampered. 
Extending Pathfinder's Reach 
The key question underlying Pathfinder's development 
was "will it make doing our jobs easier?" Initial reaction 
through both formal and informal channels reveals a 
resounding "yes!" from most users. 
Inevitably, diehards remain stubbornly disinterested or 
reluctant to use it, despite its value and simplicity. People 
have their own reasons for their choices, so in the interests 
of "biodiversity" and the wider ecology of the firm, we live 
and let live. Sometimes, an information emergency can 
trigger a resort to Pathfinder, and a consequent epiphany. 
Pathfinder will continue to evolve, and its design and 
content will be shaped around the working lives of its users. 
Extending its reach and enriching its content will remain a 
goal and a challenge for the project team, whose library-
trained knowledge management specialists will seek to 
improve what has already been accomplished, thereby aug-
menting their own value and visibility to their employers. ~ 
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Brand Touchpoints 
By Chris Olson 
Last month I introduced the new 
Brand Team Notes Web page, 
reviewed key branding activities, and 
discussed brand promises. This 
month's column focuses on brand 
touchpoints and how our branding 
initiative can take advan,tage oi them. 
What's a Brand Touchpoint? 
Touchpoints are all of the physical, 
communication, and human interac-
tions our audiences-members, staff 
members, suppliers/vendors, manage-
ment/investors, partners, prospective 
members, educators, media-experience 
during their relationship life cycle with 
our association. Every day people make 
decisions and create perceptions about 
information professionals based on 
their experiences and interactions with 
our association and our professional 
colleagues. Tbe concept of a brand 
touchpoint is key to understanding and 
managing the brand experience and its 
impact on memories and perceplions.. 
If you consider the v-arious ways our 
association hrand interacts with and 
impacts different stakeholders, it 
becomes clear that managing brand 
interactions, or "touchpoints," is critical 
to the success of our brand. 
Touchpoinls can include websites, 
newsletters, phone conversations with 
staff members, conferences, press 
releases, division initiatives, advertise-
ments, networking introductions, 
sponsorships, awards, publications, 
announcements, mentoring chats, 
presentations, chapter meetings, 
refei,rals, seminars, exhibit displays, 
promotion items. interviews, commu-
nities-to name a few. Each Louchpoint 
offers us the opportunity to establish 
and build our brand into a positive 
experience and memory. 
Managing Brand Touchpoints 
Association members. sLaH, an.cf 
other stakeholders could be experi-
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enciJ1g om brand Louchpoinls as 
many as 100 times a day. Multiply 
this by the number of people experi-
encing the inleraclions, and il 
becomes apparent that every day 
our brand touches scores o[ people 
hundreds of times. Just imagine 
how much marketing and communi-
cation campaigns can increase the 
number of touchpoint occurrences! 
Most brand touchpoints tend to fall 
within one of three broad experi-
ence ca tegories, expressed in the 
terms suitable for the stakeholder 
group . For instance, the three 
to uchpoint categories for members 
would be pre-member, member. and 
post-member. Ex:pedence categories 
for your faiormalion service cus-
tomers could be labeled pre-purchase, 
purchase. and post-purchase. 
Regardless of Lhe vocabulary, it's 
clear lhat there are fhree dJstincUy 
different times when touchpoints 
leave an impression. 
The first category for our association 
brand is the pre-member experience. 
The touchpoints in this category repre-
sent the different ways potential mem-
bers interact with our brand before 
b{'comingbefore becoming members. 
Contacts such as membership recruit-
ment campaigns, association news 
broadcasts, and conversations with 
nonmember colleagues are examples 
of pre-member experience I ouch points. 
They lay the foundation of perceptions 
and expectations aboul our association 
and our profession, as well as raising 
awareness of the b nefits of our brand 
over our competitors. 
During the second experience category, 
member, touchpoinls focus on the 
experience of joining the assoclation 
and the evidence that membership is 
valuable. It's critical during this time 
that brand interactions instill trust and 
meet or exceed expectations. The brand 
must demonstrate that the decision lo 
join I.be association was a wise one. and 
that our products and services an.~ bet-
ter than those of our competitors. 
The last experience category is post-
member. Touchpoints in this category 
have the potential lo create and sustain 
a powerful brand by maximizing the 
member's experience and building 
brand loyaJty. louchpoints such as 
chapter meetings, publications. e-mail 
broadcasts, colleague communities, 
and educational sessions define the 
brand experience-how members per-
ceive and remember our association 
brand. And because some of our 
members also represent vendors, 
partners, media, students, and other 
stakeholder groups, touchpoint expe-
riences impact perceptions about our 
association brand in the information 
industry marketplace and beyond. 
Our Association's Brand 
Touch points 
Being aware of brand touchpoints 
enables the members of the Brand 
Team to look at association marketing 
and communications interactions 
with stakeholders from a different 
perspective. It gives the Brand Team a 
strncta:re for understanding how our 
brand is performing from both an 
internal and external perspective, 
and a framework for determining 
where we should focus our time, 
effort, and resources. 
As the Brand Team proceeds with its 
branding initiative activities, we expect 
to identify and align touchpoints to 
reflect our association's brand promise 
and to strengthen the brand experience 
with critical stakeholders. It is our goal 
to build a successful association brand 
through a combination of activities, 
not just words and images. 
Your Information Service 
Touch points 
Touchpoints are brand assets you 
will want to include in your infor-
mation service branding plans. The 
long-term benefits of assessing and 
mallilging touchpoint·s can't be 
overemphasized . especially if value 
perceptions are an issue. B1·ands 
have been described as menlaJ foot-
prints. Every Lime someone i11teracts 
with your brand, he or she forms 
perceptions and memorles. Don 't 
ignore your b.i:and touchpoints. 
Every point of contact matters. 
Contact Chris Olson at 
BrandTalk@SLA.org 
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Assessing and Selecting 
Journals for Your 
Library's Core List 
By Diane Cunningham 
Oia11e Cunningham is a fom,er Reference Ubraria11 at the National 
Institute of Standards and Technology Research Library, Gaithersburg, 
Maryland. She can be reached at 
bcdcrc@comcast.net. 
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Enhancing Library Services at NIST 
• 
• 
In three previous articles, co-authors Barbara Silcox and Paula Deutsch described assessment 
activities at the National Institute of Standards and Technology (NIST) Research Library and their role in decision 
making and strategic planning. The development of a core list of journals was a specific response to information 
fr~m t_he library's custome_r sur~ey. It laid the groundwork for improving the collection and enhancing relationships 
w1th llbrary customers. Th1s art1cle addresses how the library conducted the core journal activity. 
Introduction 
Journal literature is very important to research organiza-
tions. The library of such an organization must try to be as 
comprehensive as possible in selecting relevant, high-quality 
journals. The library must also weigh whether to acquire 
new journal titles iliat may have limited lifespans or continue 
with long-standing titles that can be counted on to have a 
lifespan of 50 to 80 years. Given the rising costs of library 
resources, coupled with necessarily limited budgets, 
libraries must be selective in the types of materials they 
purchase and retain. Materials must meet the greatest need 
across a diverse customer base (Goehner 1984) . 
Developing a core list of journal titles for ilie major scientific 
organizational units (OU's) of ilie National Institute of 
Standards and Technology (NIST) seemed to be a natural first 
step in focusing ilie Research library's most relevant journal 
resources on researcher needs. The NIST Research library 
decided to develop such a list, wiili ilie help of ilie researchers. 
National Institute of Standards and Technology 
Founded in 1901, NIST (known for most of its 10 decades 
as the National Bureau of Standards) is a nonregulatory fed-
eral agency within the U.S. Department of Commerce. 
Located in Gaithersburg, Maryland, and Boulder, Colorado, 
NIST is a center for physical science and engineering 
research focused on advancing the nation's technology 
infrastructure and supporting industry. More than half of 
NIST's scientists and engineers focus their work on the 
fastest moving and most commercially attractive areas of 
science: advanced materials, electronics, superconductivity, 
quantum computing, nanotechnology, automation, infor-
mation technology, and biotechnology. A common thread 
of much of the research is precision measurement. NIST 
develops the standards, measurement techniques, reference 
data, test methods, and calibration services that help to 
ensure national and international measurement capability 
and compatibility for diverse technologies. 
NIST carries out its mission through four programs: ilie NIST 
Laboratories, ilie Baldrige National Quality Program, ilie 
Manufacturing Extension Program, and the Advanced 
Technology Program. The principal scientific NIST 
Laboratories, ilie core of NIST's research, are the Electronics 
and Electrical Engineering Laboratory, the Manufacturing 
Engineering Laboratory, the Chemical Science and 
Technology Laboratory, ilie Physics Laboratory, ilie Materials 
Science and Engineering Laboratory, ilie Building and Fire 
Research Laboratory, the Information Technology 
Laboratory, and Technology Services. 
Laboratories are organized into divisions. The Information 
Services Division (ISD), including ilie NIST Research library, 
is part of Technology Services. The library is responsible for 
creating, maintaining, and disseminating a knowledge base 
iliat supports ilie research and administrative needs of NIST's 
technical mission, which is to support U.S. industrial, 
economic, and scientific communities. The principal 
areas of research covered by the library collections are 
chemistry, physics, engineering, electronics, computer 
science/information technology, manufacturing, 
materials research, building research, mathematics, 
and special subdisciplines. 
Customer Survey 
Declining library budgets combined with rising prices 
have caused many libraries, including the NIST 
Research Library, to face the difficult task of identifying 
titles for cancellation (Stein 1992). In April 2001, the 
NIST Research Advisory Committee (RAC), an internal 
group that makes recommendations to management on 
scientific issues and research activities at NIST, voiced 
concern in its annual report to the NIST Director about 
the declining state of the NIST Research Library's col-
lections. The RAC believed that the NIST Library's 
function and service were being adversely affected by 
inadequate and stagnant funding and stated that, at the 
current rate of decline, the NIST Research Library 
would soon be unable to meet the needs of the scien-
tific and technical staff. 
In response to the RAC recommendations, ilie acting director 
of NIST asked ilie Research library to undertake several 
assessment activities to determine if additional funding for 
ilie collections was warranted. These activities included (1) 
developing mechanisms for gauging ilie overall impact on 
ilie NIST research environment of recent journal cancella-
tions; (2) conducting a survey of NIST scientists and manage-
ment to assess research needs; and (3) benchmarking itself 
against scientific and technical libraries in oilier government 
agencies and ilie private sector. It was clear iliat ilie Research 
library had to demonstrate ilie value it brings to ilie NIST 
community. It was also being asked to demonstrate iliat it was 
responsive to customer needs and was making wise, well 
informed purchasing decisions. 
In July 2001, the NIST Research library contracted wiili two 
consultants from ilie University of Maryland's College of 
Information Studies to develop a survey, conduct focus 
groups, and analyze survey results. While its broad mandate 
was "to conduct an electronic survey of NIST scientists and 
management every few years to better assess and coordinate 
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library and research needs," the 
library decided to limit the 
survey to assessing customer 
needs and satisfaction with 
the collection. This 
decision was based on 
the specific concern 
expressed by the RAC 
and other members of ... c::-... .,-:;= 
the NIST research com-
munity that the library's 
collection lacked many 
information resources 
deemed critical to their 
research. 
Customer Response 
The Research Library 
gained useful information from 
the survey. The journal collection 
is very important to NIST researchers. Based on the survey, 
90 percent of library customers use it. Over 80 percent of cus-
tomers considered journals to be of very high value to their 
research, but only 63 percent surveyed were very satisfied 
with the library's existing journal collection. 
The Research Library was not considering journal cancellations 
clw:ing the survey yea.r, but comments submitted in response 
to the survey's open-ended questions indicated that NIST 
researchers want to be more involved in collection develop-
meo1 decisions and revealed misperceptions about how pasl 
cancellations had been handled. Every librarian knows how 
emotional researchers can become when journals in their 
discipline are slated for cancellation. Such decisions should 
not be made lightly nor subjectively. Researchers have every 
right to be deeply concerned about the libra.ry's cancellation 
procedures (Miller & O'Neill 1990). While U1e library used a 
varietyof methods for a.nnmmcing a.nd soliciting input from 
the NIST researchers in previous journal cancellations; it was 
clear that the library needed lo imp.rove iLS comrnuoication 
witl1 the researchers and involve them more in colle lion 
development activities. 
Library Response 
Survey comments indicated U1at NTST researchers preferred 
being consulted about which journals the library should 
acquire and maintain rather than which ones should be cuL 
IdentifyJng core jow11al Lhat should be protected from 
cancellation ls a natural first step (Rugl1es 1995), so the 
library launched a project to identify core Lilies for each 
NIST laboratory. This activit~r also laid the foundation for 
establishing regular communication with each of the NIST 
labs. The library intends to use the core journal list as a 
first step in evaluatrng U1e journal collection for future can-
cellation activities. Other journal titles will be cancelled 
be.fore titles on tile core list to the extent possible. Prior to 
the 2001 customer survey, the library had compiled a I.isl 
of the 100 most widely used jol).[lla l titles in connection 
with a former jomnal cancellation activity. The library was 
hoping to save valuable time in the future by (lagging 
heavily used journal titles that would be exempt from any 
future journal cancellation activit ,. Use studies are the most 
www.sla.org/informationoutlook 
commonly employed tool for 
serials evaluation (Segal 
1986). The short list devel-
,~ -- oped on the basis of past 
~ usage did not involve the 
NIST scientific community 
in any direct or interactive 
way. The list resulting from 
the core journal activity 
conducted in 2002 address-
es some of the concerns of 
NIST researchers regarding 
their involvement in collec-
tion development decisions. 
It also is a more balanced 
list in terms of subject coverage 
than the list previously devel-
oped based on usage data alone. 
Core Journal Project Protocol 
Five reference librarians took part in this 
project. The first objective was to build an expanded core 
journal Lllle 1Jst by visiting U1e laboratories and asking 1he 
NIST researchers to identify current journaJ titles most 
important to Lhem. Twenty-eight of 32 NIST divis ions 
contacted took paJi in the core list effort. Each lib raria.a 
was responsib le for two laboratories and the multiple 
divisions In ll1ose laboratories. T11e more (he librarians 
knew about the divisions, the easier their assignme111 
would be, so they kept up wilh each division's technlcal 
and Tesearcb activities by monitoring their websites. reading 
the NIST Technical Calendar, which lists division tall<s 
and meeting . a.ud lracki.ng what ilOCI where the 
researchers were publishing. 
Tbe next step was to compile Lists of journals by subject 
.matter to take to the division meetings to help the 
researchers make their selection . The Institute for 
Scientific lnfonnation's (ISO Jou.ma.I Citation Reports was 
used to compile lists of journal titles by subjects for each 
division. An impact factor was included for each journal 
tilJe. Impact factor (Cmiield 1994) is ,1 measure of the fre-
quency with which lhe "a.verage atlicle'' in a given journal 
h,1s been cited in a patiicuJar year or period. It represents a 
ratio of citations to recent citable items published. 
Specifically, the impact factor of a journal is calculated by 
dividing Lhe number o[ current ye,,r citations by the mm1ber 
of source items published in that joumal during 01e previous 
two years. In 2001, the impact factors of journa ts rated 
ranged from O to 46.233. The purpose of including impact 
factors was to give Lhe researchers a quasi-objective idea of 
tbe relative importance or citability of a title. As a Jinal step, 
llie list was a nnotated to indicate wilich journals the library 
currently subscribed to and U1ose that tbe library did not 
subscribe to at all. 
Next, library staff contacted each division director aboul par-
ticipation in this activity. To be consistent , the participating 
librarians' talkiJ1g points were pooled to yield a consisten! 
sel of questions and approaches. To keep tile core list at a 
manageable size, each division was a ked to subm.it a list of 
10 to 20 titles considered absolutely essen.rial for its research. 
Ideas are fundamental. 
Information is valuable. 
People are irreplaceable. 
Call us. 
We' re ready to help. 
nerac.com 
PEOPLE POWERED SEARCHING 
one technology drive • tolland, ct 06084 • 860-872-7000 
QUICK 
ASA 
CLICK! 
THAT'S HOW EASY IT IS 
TO GIVE YOUR PATRONS 
ONLINE ACCESS TO 
ENDOCRINE SOCIETY JOURNALS 
• ENDOCRINOLOGY 
• ENDOCRINE REVIEWS 
• THE JOURNAL OF CLIN 
ENDOCRINOLOGY 
Be METABOLISM 
• MOLECULAR 
ENDOCRIN Did you know that institutional subscriptions to 
The Endocrine Society's four journals now include 
unlimited access to online versions for users campus-wide? 
To activate your online journal access, simply go to 
www.endo-society.org/journals.institution_instructions.cfm 
It's a quick way to provide your patrons with a valuable service 
... and leave all the clicking up to them! 
2004 INSTITUTIONAL SUBSCRIPTION RATES FOR PRINT AND ONLINE: 
TITLE DOMESTIC INTERNATIONAL 
• ENDOCRINOLOGY $837 $1030 
• ENDOCRINE REVIEWS $403 $458 
• THE JOURNAL OF CLINICAL $644 $748 
ENDOCRINOLOGY & METABOLISM 
• MOLECULAR ENDOCRINOLOGY $598 $709 
Stondord Endocrine Society agency discounts opply . 
• 
THE 
= ENDOCRIN 
SOCIETY. 
The library staff recommended that the divisions consider 
including those titles that division researchers routinely 
publish in or cite in their research. Publication in a journal 
implies that division members both read and respect the 
journal (Hughes 1995). The divisions were also asked to 
rank the importance of the 10 to 20 titles that they includ-
ed on their lists. The rankings would be used to arrange the 
core titles from all divisions in order of importance in one 
large list. A tentative deadline of two weeks was set for 
completing the division's core journal list; however, most of 
the divisions submitted their lists two to four weeks after 
the first contact with the division director. 
Compiling the Core List 
When the librarians received the core journal lists, they were 
merged into a single list sorted alphabetically by title and 
numerically by impact factor. There was some overlap 
among division lists, which was noted next to each affected 
title. Titles cited as "core" by multiple divisions were given 
high priority. Also noted was the rank each division gave to 
duplicate jownals. Separate lists by division were stored on 
the library's shared network drive for future access. 
The library subscribes to 1, 151 journal titles. Of those, 
650 appear on the newly formed core journal list. This 
new list was compared with the established top 100 journal 
list ranked by usage statistics. All but 15 titles from the 
old list were on the new list. Titles on the new core list 
that the library does not have were placed on a separate 
list for possible future purchase. A few have already been 
added to the collection. The completed alphabetical core 
journal list was posted on the NIST Virtual Library (NVL) 
and advertised in the Information Services Division 
newsletter. A copy of the core list was sent to the RAC and 
to the participating divisions to ensure that the NIST 
Research Library communicated the results of this project 
directly to its customers. 
An expanded core journal page for the library's website has 
been completed. This page includes a list of the core journals 
by subject and alphabetically by title, and links to electronic 
journals. Holdings are listed for both hard-copy publications 
and online versions. 
Conclusion 
Through our customer survey, NIST Research Library 
users told us what they wanted, and the library respond-
ed. Thanks to the Core Journal Project, the Research 
Library has established closer communication with NIST 
divisions in the laboratories. Moreover, there is now a list 
of 650 recommended journal titles that are considered 
core by NIST researchers. Both NIST researchers and the 
library will reap benefits in the long run. This process 
helps the Research Library know its customers better 
and understand the resources that are important to 
them. The Research Library now knows which jour-
nals are most important when considering any future 
journal cancellations. 
Because most technical divisions participated in this 
project, the core journal list reflects subject areas 
from across NIST, which would enable the library to 
45 
have a more complete journal collection if all the recom-
mended titles could be purchased. There were 87 titles 
(14%) on the core list that the library either did not sub-
scribe to currently or had never subscribed to. The next 
step will be to check interlibrary loan records to determine 
if these titles have been borrowed heavily from other 
libraries in the past. If they have, the library should try to 
obtain these titles in the future if funds permit. The divi-
sions and the librarians will review the core list annually 
for possible additions and deletions, checking circulation 
records to determine how heavily these titles are being 
used. 
At a minimum, the Research Library has a more detailed tool 
to guide future collection development decisions. A core list 
of protected journals can be used for several successive seri-
al reviews and can be a valuable part of a serials evaluation 
procedure (Hughes 1995). 
In the future, the library intends to contact researchers on an 
ongoing basis through a formal Library Laboratory Liaison 
Program. Librarians serving as laboratory liaisons will use 
the core journal list as the first step in developing a thorough 
knowledge of their customers. ~ 
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strategic 
LearOUtlook 
The Profess;onal Development 
CommUtee Is on a Roll 
Greetings from the Professional Development (PD) 
Committee! We have some exciting future plans to 
share, and we invite your comments and suggestions as 
we go forward. 
After much discussion about its role and contribution 
to SLA's membership, the Committee, led by Chair 
Lynne McCay, held an intensive 2-day planning ses-
sion in April 2003 . It produced two concrete results: 
(1) A revised Charter emphasizing the role of the PD 
Committee as providing strategic advice to SLA (see 
http:/ /www.sla.org(Docume11 L / boarddocs/03Confere 
n te/A03 ·53 .htmJ a nd (2) a "Vision Docum e nt" 
(hllp: //www.sla.org/ Docu men ts/boarddocs/03Con fer 
ence/B03-23.btm) . The la ller desc ribes Lh kind of 
Professional Development Program SLA e-o uld be 
offering in 2007 . . . if all goes well. The Vision 
Document was submitted to the Board for information 
in June 2003 and was very well received. 
Professional development is one of SLA's most valued 
benefits - as articulated in SLA's strategic plans - and 
a key element in its strategic direction. SLA officially 
desires to .. . 
• Produce high-qua li.ty leading-edge educa tioual programs 
• ArHicipa_te rnd comJTiunica te trends in te hnology and 
information management to members and employers 
• Offer leadership opportunities that provide skills and 
tra ining that members can bring back to the workplace 
• Support research pertinent to the changing 11eeds of the 
profession 
• Enable networking opportunities 
• Influence graduate academic programs to include com-
petencies that will produce information leaders 
Therefore, the PD Committee envisions that by 2007, SLA's 
Professional Development Program will be considered a 
leading PD program among professional societies and an 
ideal model for supporting life-long learning and ongoing 
pro[essional skills enhancement. A primary new-member 
recrnilment vehicle, the PD program will also motivate exist-
ing members to renew their memberships. Hence, it acts as a 
marketing tool at U1e same time it delivers value to SLA 
members and clients alike. It represents the core of SLA's 
values and serves to strengthen SLA and the status of the 
library profession in society. 
www.sla.org/;nformationoutlook 
Overview of the Envisioned PD Program to 2007 
Global in scope, the SLA Professional Development 
Program (SLA-PDP) is best described as a portfolio of 
offerings and activities that anticipates and responds to 
the needs of learners as they advance in their personal 
journeys. It addresses several target audiences repre-
senting different situational needs and offers a rich 
array of content and services in varying granularity and 
through a large number of delivery mechanisms. 
Target audiences and situational needs include: 
• Members and prospective members 
• Nonmembers from allied professions 
• Students (both MLS, undergraduate, and high school) 
• Career choosers (those making decisions about their 
future careers) 
• Downsized professionals looking for the next step 
• Intra-career changers moving on (degree-holding librar-
ians, paraprofessionals, and those outside the profession) 
• Professionals wishing to expand their expertise and 
advance in their careers 
• Retirees wishing to learn and mentor 
• Professionals who are gap filling: "I need quick knowl-
edge, right now, just in time" 
• Professionals who are exploring: "I am curious" 
• Professionals who are planning ahead: "To get promot-
ed, I must learn this" 
• Professionals who want to grow: "I need new challenges" 
• Professionals interested in soft skills growth: "I need to 
learn how to manage a staff" 
Content and Services granularity covers a range from 
short, quick-fix modules to a suite of courses in a cer-
tificate program. The drivers that determine the nature 
and size of any element include convenience, cost, loca-
tion, timing, and a variety of learning preferences (e.g., 
self-study versus classroom). The content is determined 
by factors such as: 
• Prescience - ahead-of-the-curve thinking 
• Innovation - trying something new 
• Coverage - from tried-and-true to leading-edge 
• Collaboration - co-production and co-delivery with partners 
• Co-opetition - activities complemented by outside offerings 
To tie it all together, SLA-PDP offers a Consultancy - with 
several delivery methods including We b..:based self-tests 
or personal interviews - to guide interested learners to 
the most suitable offerings. 
How will we get there? 
Naturally, we cannot realize our v1s10n without con-
siderable financial resources and expert assistance. We 
see the PD Committee's role as establishing strategic 
directions, enabling the planning tools, and working 
with external and internal experts to create the 
groundwork for our leading-edge Professional 
Development Program. Therefore, the Finance 
Committee has sought funding to pay for the creation 
of a Business Plan, which will spell out the work 
stages and resources needed. 
From our planning meeting discussions, three scenarios 
emerged: 
1. Maintain status quo-Professional Development remains 
splintered, uncoordinated, and disconnected from SI.A's 
vision, and SI.A members will question the return they get 
from their fees. SI.A cannot claim to be committed to a 
vision of strategic learning and development. 
2. Increase investment minimalJy-A modest improvement in 
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current offerings is unlikely to stem the loss of members and 
unlikely to attract new members. SLA cannot claim to be 
committed to a vision of strategic learning and development. 
3. Invest significantly-A state-of-the-art Professional 
Development Program offering top-notch quality content 
developed by recognized leaders and innovative thinkers 
keeps SI.A vital in the minds of members and attracts new 
members. SI.A realizes its vision for strategic learning 
and development. 
We are counting on your support. Please feel free to com-
municate with us at any time: 
Ulla de Stricker, Chair, uds@xe.net 
Susan Hahn, shahn@uo.edu 
Dave Hook, dhook@mdrobotics.ca 
Susan Klapper, smklopper@yahoo.com 
Karen Kreizman Reczek, 
karen.reczek@us.bureauverita.com 
Ruth Pagel/, rpagell@emory.edu 
Sylvia Piggott, spiggott@sympatico.ca 
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indexaclve rti se rs 
Annual Reviews 
www.annualreviews.org 
American Chemical Society 
www.pubs.asc.org 
Association of Computing 
Machinery 
www.acm.org 
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November 2003 
Organizational Development 
Institute: Facilitating Change At 
Your Library 
George Washington University 
November 2-5 
Washington, DC 
http://www.library.arizona.edu/u 
sers/ enorlin/institutel.htrn 
Internet Librarian 
November 3-5 
Monterey, CA 
http:/ /www.infotoday.com/il2003 
/ default.htrn 
Northeast Document 
Conservation Center 
Off the Wall and Online: 
Providing Web Access to Cultural 
Connections 
November 4-5 
Las Vegas, NV 
http://www.nedcc.org/owolnv/o 
wo\1.htrn 
SLA Virtual Seminar 
The Visible Librarian: A 
Marketing and Advocacy Primer 
November 19 
Learn from anywhere in the world! 
http:/ /www.sla.org/virtualseminar 
December 2003 
Online Information 2003 
December 2-4 
London, UK 
http:/ /www.online-
information.co.uk/ online 
/conference.asp 
SLA Virtual Seminar 
Business and Planning 
Dec mber 3 
Learn from anywhere in the world! 
http:/ / www.sla.org/ virtualseminar 
January 2004 
Association for Library and 
Information Science Education 
(ALISE) 
January 6-9 
Philadelphia, PA, USA 
http:/ /www.alise.org/ confer-
ences/index,shtrnl 
ALA Midwinter 
January 9-14 
San Diego, CA, USA 
www.ala.org/ events/ 
midwinter2003/ 
Digital Information Exchange: 
Pathways to Build Global 
Information Society 
January 21-23 
New Delhi, India 
http://www.cenlib.iitrn.ac.in/sis2 
004/indexJitml 
SLA Winter Meeting 
January 22-21, 
Albuquerque, NM 
http://www.sla.org/calendar 
March 2004 
SCIP 
March 22-25 
Boston, MA, USA 
http://www.scip.org/bostonjindex.asp 
Joint Spring Conference 
April 14-16, 2004 
Barren River State Park, KY 
http:/ /www.sla .org/ calendar 
May 2004 
Medical Library Association 
(MLA) 
May 21-26 
Washington, DC, USA 
http://www.mlanet.org/am/index 
.html 
June 2004 
SLA Annual Conference 
June 5- 10 
Nashville, TN 
http:/ / www.sla.org/ nashville2004 
July 2004 
American Association of Law 
Libraries (AALL) 
July 10-14 
Boston, MA, USA 
http://www.aallnet.org/events/ 
Dynix.com 
After 20 years in the field of library technology, Dynix remai ns the 
leading provider of information management systems in the world. With 
the larg es t installed base of customers in the fi eld, Dynix serves al l types 
of libraries: academic, special, schoo l, and public, as we ll as consortium. 
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